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If you 


make it for a dime, 
sellitforadollarand 
it’s habit-forming, 
then you don’t need 
us. (Although we'd 
like to meet you.) 


If not, 


the best way to sell 
your product in the 
great Northwest is 
through the tremen- 
dous selling power 
and impact of the 


Northwest’s first tileviniow 


television station 


CHANNEL 


MINNEAPOLIS - ST. PAUL 
100,000 WATTS - NBC 


REPRESENTED BY EDWARD PETRY & CO., INC. — A GOLD SEAL STATION 





BUFFALO + WGR-TV, WGR-AM, WGR-FM 


Ws 





KANSAS CITY + WDAF-TV, WDAF-AM 


~~ WDAF-TV CHANNEL 4 
ooo weno omerms WIDE AM 610 KC 


KANSAS CITY, MO. 


Transcontinent Television Corporation is proud to welcome two stations known 
for distinguished broadcasting service in the Heartland of America: WDAF-TV 
and WDAF Radio, in the thriving Kansas City Market. These fine stations en- 
hance the entire Transcontinent group: 12 stations, individual in operation, 
cumulative in experience, recognized leaders in their markets. Appreciating the 
confidence placed in them by corporations and their advertising agencies, 
Transcontinent stations serve them with quality programming tailored to meet 
the requirements of the individual community. 


Each station draws upon the individual successes of the entire group and con- 
stantly improves through the intimacy of this association. 


12 DYNAMIC STATIONS IN 6 LIVELY MARKETS 


Sywuot oF service: WROC-TV, WROC-FM, Rochester, N. Y. + KERO-TV, Bakersfield, Calif. re 


T WGR-TV, WGR-AM, WGR-FM, Buffalo, N. Y. - KFMB-TV, KFMB-AM, 


E KFMB-FM, San Diego, Calif. » WNEP-TV, Scranton—Wilkes-Barre, Penn. the origina! station Representative 


WDAF.-TV, Kansas City, Mo. Rep. by Harrington, Righter & Parsons Inc. WDAF-AM , Rep. by Henry |. Christal Co. Inc. 


l TRANSCONTINENT TELEVISION CORP. * 380 MADISON AVE., N.Y. 17 


ROCHESTER * WROC-TV, WROC-FN 


SCRANTON—WILKES-BARRE + WNEP.7 


DE 
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21 A LOOK AT SYNDICATION 


Quality, costs and time difficulties harry industry, 
but brighter days may yet be ahead 


QUESTION OF TASTE 


What are the guideposts for tv commercials? Is 
the Code cleaning up problem areas? 





PROBLEM DOCUMENTARY 


wcaU Philadelphia shows how a touchy topic like 
sex crimes can win viewer approval 





8-SECOND SELL 


The basic secrets of effective 1D’s are outlined 
in a new brochure prepared by TvB 


CHANGING TELEVISION MARKETS 


Latest in a continuing series of market surveys: 
Kentucky, Tennessee, West Virginia 
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7 Publisher’s Letter 41 Wall Street Report 
Report to the readers The financial picture 
10 Letters to the Editor 43 Network Program Chart 
The customers always write Listing of shows for September 
| 
| 
15 Tele-scope 49 Spot Report 
What's ahead behind the scenes Digest of national activity 
17 Business Barometer 60 Audience Charts 
Measuring the trends Who watches what 
19 Newsfront 95 In the Picture 
S The way it happened Portraits of people in the news 
31 Film Report 9 In Camera 
# Round-up of news The lighter side 
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“JEFF'S COLLIE :# 


© LASSIE PROGRAMS, INC., 1960 =: 
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THIRD 


The most watched dog in America avail- 
able as your watch dog...offering you the 


F best sales protection a sponsor can have! 


JEFF'S 





WATCHED BY MORE VIEWERS 


NEW YORK (Sat., 6:00 P.M. WPIX) 
7 stations 


JEFF'S COLLIE is seen by 


1,699,100 viewers 
89.4% more 


than its closest competitor 


(Thurs., 5:30 P.M. 
WATE-TV) 


KNOXVILLE 
3 stations 


‘) JEFF'S COLLIE is seen by 


ee 4 153,495 viewers 


171% morE 


than its closest competitor 
ARB/Jan.-April, 1960 


ALREADY SCHEDULED FOR THIRD YEAR OF 
“JEFF'S COLLIE”: Of course, New York, Knoxville, 
San Francisco, Miami, Phoenix and Bakersfield, 
and also Seattle, Cincinnati, Albany, Reno and 
Kansas City, Honolulu, Albuquerque, Salt Lake 


INDEPENDENT 
) TELEVISION 
CORPORATION 


488 Madison Avenue ¢« New York 22,N.Y. ®@ Plaza 5-2100 


BITING OFF LARGEST SHARE 


SAN FRANCISCO (Fri., 6:30 P.M. 
4 stations KTVU) 


JEFF'S COLLIE gets 40.2% share of 
audience 


45% GREATER SHARE 
than its closest competitor 


MIAMI (Sat., 9:30 A.M. WTVJ) 


3 stations 

JEFF’S COLLIE gets 63.6% share of 
audience 

117% GREATER SHARE 


than its closest competitor 
ARB/Jan.-April, 1960 


COLLLE 


RUNNING OFF WITH TOP RATINGS 
PHOENIX (Wed., 5:30 P.M. KPHO-TV) 


4 stations 
JEFF'S COLLIE. i 8.9 rating 
Weather; Huntley-Brinkley 3.3 


Phoenix Marquee 2.6 

Roy Rogers 2.0 

BAKERSFIELD (Thurs., 6:30 P.M. 

3 stations KERO-TV) 
JEFF’S COLLIE 21 7 5 rating 
Comedy Theater 9.4 


Spencer Tracy 7.4 
Source: ARB/Jan.-April, 1960 


City, Fort Wayne, Pueblo, Bismarck, South Bend, 
Lincoln, Portland, Ore., New Orleans and many 
other markets, big and small. All agree that 
JEFF’S COLLIE is their surest safeguard for 
increased profits in 1960-61! Wire or phone today 
to reserve JEFF’S COLLIE for your market. 
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you hit Chicago. Why, goodness, you’re missing more than $1.7 
billion in buying income and $1.1 billion in retail sales. Worse, 
though, you're forfeiting 915 thousand affluent customers who are 
burning to buy. In South Bend Metro alone, household income is 
$7553, individual income is $2246—highest in Indiana. And how 
they eat! Last year they devoured better than $248 million in staples 
and goodies. Same with drugs, clothes and appliances. It’s a big target, 


George. 


And here’s how to hit it—with one shot. Propel your product into 
this rich 15-county market with the distinctive voice of WSBT-TV. 
A full CBS schedule, peppered with top-rated local shows, accounts 
for WSBT-TV carrying 34 of the top 50 locally-favored programs, 12 
of the top 12 and 14 of the leading 20. No wonder WSBT-TV gets 


47.8% of the sets in use in this 3-station market. This station pulls 




















South 





because it penetrates. 


Want the fine points? Call your Raymer man. He'll dart right over. 


WSBT-TV 


CBS 


TELEVISION 


NETWORK 
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SOUTH BEND, INDIANA 
Channel 22 


ONE OF CBS' HIGHEST-RATED STATIONS 


Ask Paul H. Raymer, National Representative 





Bend (" 


The rules are explicit, George. You don’t score in South Bend when | 
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Letter from the Publisher 


Crowded Calendar 


When broadcaster meets broadcaster they start a convention. 
This is a switch on an old joke, but it is nevertheless true. 

During the months of October and November, for example, there 
are 36 meetings directly connected with the broadcast business. 
These are annual conventions, regional conferences, regional meet- 
ings and state meetings. Admittedly, some of these meetings do not 
present a conflict of interest, but many of them are crammed into 
the schedule without any apparent check of the calendar. 


Look, for example, at the scheduling of November dates. On . 


Nov. 16-17 NBC will have its annual convention of affiliates in New 
York. On Nov. 15-18 TvB will have its annual meeting of mem- 
bers, also in New York. On Nov. 14-15 the NAB will have an im- 
portant regional meeting in Washington. On Nov. 14-16 the Broad- 
casters’ Promotion Association will have its annual convention in 
New Orleans. These are just a few examples of conflict of dates. 

For some unexplained reason, these various annual conventions 
are scheduled in a 90-day fall period which is one of the busiest 
of the entire year for tv and radio management and personnel. It 
would seem that television and radio station executives would 
have nothing to do in this fall season except attend one meeting 
after another. The amount of money spent on travel and hotel ex- 
penses for attendance at these meetings tallies into the millions. 

The tv-radio business is one that thrives on a free communica- 
tion of ideas. Therefore, these meetings are extremely important. 
The point here is that with 12 months in a year why should they be 
crammed into three months? From time to time the broadcast busi- 
ness has attempted to cut down on the number of meetings. The 
NAB made a constructive move a few years ago when it reduced 
the number from 17 regional meetings to eight regional conferences. 

Those concerned can do two things: 

1. Plan the sessions on a speed-up basis. There has been a 
tendency in the last few years to draw out a one-day meeting into 
two days and two-day sessions into three days. 

2. Spread the meetings throughout the year, getting away from 
the multiple-scheduled October-November dates. There should be 
a central source for registering dates of meetings and conventions. 
This information could be easily funneled through the NAB. 


Bargain Basement? 


“$500,000 in spot tv and radio available in national markets. 
Discount of 50-75 per cent of end rate to premium agencies or 
sponsors. Replies confidential. Box Z7663.” 

This advertisement ran in the August 28th (Sunday) New York 
Times. Stations which enter into barter deals should reflect serious- 
ly upon what is going to happen to the bartered time and how it is 
going to be sold. This kind of practice, as indicated in the above 
ad, can do irrefutable damage not only to a station’s rate structure 
but to its reputation among ethical advertising agencies. 
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MULTI-CITY 
TV MARKET 


STEINMAN STATION 
Clair McCollough, Pres 
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YOU 
LEARN 
A LOT 
3 YEARS 





Storer Broadcasting Company has learned 
that responsible, responsive audiences are 
the keys to success in broadcasting. We’ve 
learned that the best way to develop such 
audiences is to operate in the public interest. 


We’ ve learned, too, that before you can sell 
a product or an idea, you first must earn 
your position within the community, both 
as a good neighbor and as a broadcaster 
of integrity. 


For 33 years Storer stations have had 
responsible, responsive audiences. We are 
appreciative of this continued interest and 
confidence; and we will do everything with- 
in the bounds of good taste and highest 
community service to keep them. 


STORER BROADCASTING COMPANY 


33 years of community service 


DETROIT... 
CLEVELAND... 
TOLEDO.. 
..-WWVA 


WHEELING 


PHILADELPHIA... 
MIAMI... 
LOS ANGELES... 


Radio 
WJBK 
.WJW 
.WSPD 


.WIBG 
-WGBS 
KGBS 


Television 
DETROIT....... WJBK-TV 
CLEVELAND. ..WJW-TV 
MILWAUKEE. ..WITI-TV 
ATLANTA...... WAGA-TV 
, | EES WSPD-TV 





NATIONAL SALES OFFICES: 625 Madison Ave., N.Y. 22, PLaza 1-3940 / 230 N. Michigan Ave., Chicago 1, FRanklin 2-6498 








MASON 


RANKS #1 
FROM PTI 


ANOTHER TOP NAME IN THE 
BIG J. ARTHUR RANK PACKAGE 
US US a 
AMERICA TO ENJOY (121NFULL 
COLOR).GETFULL DETAILS ON 
THE “BUY” THAT RANKS=! 


RANKS =1 FOR BIG NAMES 
RANKS =1 FOR CURRENT HITS 
RANKS =1 FOR FULL COLOR 
RANKS =1 FOR SALES IMPACT 


FOR FULL DETAILS, CONTACT: 
MICHAEL M. SILLERMAN, EXEC.VP 


PROGRAMS for TeLevsion.iNc-[ I 
1150 6TH AVE.,N.Y.36 YU6-3650 
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| Transcontinent 


| Likes Spot Tv 


. . . You requested that we tell you 


| where we stand as to spot tv for this 
| fall. At this writing we do not have 
| any plans to use spot tv on a national 


I think very highly of 


| spot television as an advertising me- 


dium for our product, but there is a 
little thing called money that keeps 


| us out of the picture for the fourth 


quarter. 
James L. WicHERT 
Director of Advertising and 
Sales Promotion 
Chrysler & Imperial Division 
Chrysler Motors Corp. 
Detroit 


One Small “Dis’’ 


Thanks for the story on page 19 of 
the August 22nd issue of your book 
. reporting on my talk at Western 
Michigan University. I thought it was 
a useful summary of the talk, and 


| many of the significant highlights 


were picked up except for . . . the al- 





David C. Moore (r.), president of 
Television Corp., 
passes a check for $9,750,000 to 


| B. Gerald Cantor, president, National 
| Theaters & Television, for broadcast- 


ing stations WDAF-TV-AM Kansas City. 
Approval of the purchase was made 
by the FCC on July 13. The all-cash 
transaction was completed at Marine 


Midland Bank in New York City. 


most Freudian slip in the first sen. 
tence of the second paragraph which 
quotes me as “disagreeing” with Clair 
McCollough. If they had left out “dis,” 
it would have been accurate. The pur- 
pose of the quote is to subscribe to an 
attitude which many thoughtful broad- 
casters hold, and reflects my complete 
agreement with this viewpoint. . . . 


Louis HAUSMAN 

Director 

Television Information Office 
New York City 


Eastman Tv Department 


The TELEVISION AGE Spot Report 
in your July 25th issue correctly lists 
advertising management officers of 
our company, but overlooks the tele 
vision department. To avoid mis 
direction of mail on television adver- 
tising matters it would be helpful if 
you would list this department (E. 
P. Genock, television manager; John 
G. Stott, assistant television manager). 


E. P. Genock 

Television Manager 
Eastman Kodak Company 
Rochester, N. Y. 


WLOS-TV ABC-TV Primary 


I should like to compliment you 
on the extremely interesting and 
informative article, “Facilities 
Changes,” beginning on page 28 of 
the August 8th issue. . 
your predilection for accuracy, I 
should like to call your attention to 
an error on page 29. Opposite the 
listing for wisE-Tv Asheville is the 
legend “dropped NBC-TV affiliation, 
continuing ABC-TV and CBS-TV.” 
I’m afraid the research on this par- 
ticular item was fuzzy because WISE- 
TV, a uhf station, is an NBC-TV 
affiliate. . . . This uhf station does 
not carry any ABC-TV _ program- 
ming at all. wLos-Tv is the undupli- 
cated primary ABC-TV affiliate for 


Asheville as well as for Greenville 
and Spartanburg. . . . 


THEODORE A. EILAND 
Vice President, General Manager 
wLos-Ttv Asheville-Greenville 
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26 superb feature films 

from United Artists, 
all from the new era 
of motion pictures. 


NEW YORK 247 Park Avenue, MU 7-7800 
CHICAGO 75E. Wacker Dr., DE 2-2030 


_ DALLAS 1511 Bryan St., RI 7-8553 


UNITED oS Racer wl = LOS ANGELES 400 S. Beverly Drive, CR 6-5886 
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The better half... 


Reaching more Philadelphia adults than any other station in the area 
- is only half of the wcau-tTv picture. The other (and even better) half: 
WCAU-TV reaches more women more often. ..with 28% more quarter- 
hour firsts than the second station, 69% more than the third station. 
It’s important to reach adults, it’s even better to reach the half that 
holds the pursestrings. And throughout greater Philadelphia, people 
who spend the most, spend most of their time with WCAU-TV 


Channel 10, Philadelphia - CBS Owned - Represented by CBS Teievision Spot Sales 
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Source: Latest ARB 
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Says Maury Ferguson of Maury Ferguson Associates, 
agency for Fred Jones Ford, Oklahoma City, ‘‘ With 
taped commercials, | can make my pitch at off- 
periods and get top quality with least effort . . . 


and you can't beat RCA TV Tape for picture quality." 


SALES ARE UP AT KWTYV... 
since they installed RCA TV Tape Equipment 


“We're glad we waited for RCA,” says Edgar T. Bell, 
General Manager of KWTYV, and well-known pioneer 
in the Broadcast Industry. “The use of RCA TV 
Tape has up-graded our station’s entire production 
because it affords the best opportunity for talent and 
crew to view their work critically and to improve it. 
Sales are up... the equipment is booked solid... 
and advertisers are pleased with the superb quality 
they are getting in their Tape commercials.” 


Says Mr. Bell: “In tape recording, the quality of the 
picture is all important . .. and we wanted to make 
sure that KWTV taping facilities provided all the 
clarity, sharpness and realism of ‘live’ production. 
Being fully RCA-equipped, we felt confident that 


Get the facts on TV Tape! Check with 
Edgar Bell and other proud new own- 
ers...see your RCA representative. 
He can show you how to profit most 
with this advanced new equipment. 


RCA would offer superior features in its machine... 
and we werén’t disappointed. In fact, our first RCA 
Recorder proved so popular with advertisers that 
we have had to install a second.” 


This is the kind of acclaim RCA TV Tape has been 
getting in the ever-growing number of stations where 
it has been installed. Station managers find that once 
advertisers have seen results, they become enthu- 
siastic Tape users. They find a convenience in opera- 
tion that is unparalleled, and service after the sale 
of a kind that only RCA with its broad background 
in television can perform. 


RCA Broadcast and Television Equipment « Camden, N.J. 


The Most Trusted Name in Electronics 


RADIO CORPORATION OF AMERICA 
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Buckeye Set to Acquire Klaeger 
The Buckeye Corp. is ready to effect another major 
acquisition in the television commercials-industrial film 
fields. At press time it was understood that Robert 
Klaeger Productions, Inc., was about to be purchased 
by the company to become part of Transfilm-Caravel, 
Inc. (both of which were acquired by Buckeye in the 
past two years). Robert Klaeger, president of the firm 
bearing his name, reportedly will head up an autonomous 
film division under the Transfilm-Caravel umbrella. 
Buckeye, in its initial diversification moves, also acquired 
Flamingo Telefilm Sales and Pyramid Productions. 


Eye-opener For Spot 

One of the major companies in the pharmaceutical 
field has been laying plans for the past six months to 
introduce a new eye-drop product, competitive with 
Murine. A test via spot in California markets is now 
scheduled for the first of February 1961, with animated 
films to be placed. Details on product name and han- 
dling agency are withheld pending decision by the manu- 
facturer as to which of its various divisions will market 
the product. 


‘Deputy Dawg’ Brings Home the Wampum 

Just to prove there’s a market for cartoons produced 
specifically for television, CBS Films last week disclosed 
gross income to date for Deputy Dawg, recently released 
animated syndication entry. With 75 markets sold, the 
new cartoon property has brought in $850,000. Biggest 
sale, as reported earlier, was made to H. W. Lay & Co., 
Inc., which ordered 45 markets in the southeast for a 
fall start. 


Prestone Goes Both Ways 

While Prestone anti-freeze is going strongly network 
this fall-winter season (as are competitors Dowgard and 
Telar) with a number of participating programs, spot tv 
in major markets will also be utilized. Look for filmed 
minutes in and around male-audience programs begin- 
ning late this month in cold-weather areas. The National 
Carbon Co. division of Union Carbide Co. is handled by 
William Esty Co., Inc., New York. Jack Nugent is the 
timebuyer. 


Scents Mean Dollars 

According to a company spokesman, Evening In Paris 
perfumes and gift boxes will return to spot television 
several weeks before Christmas with a campaign similar 
to those in the past. Previous efforts from Bourjois, Inc., 
have centered on filmed minutes in light frequencies in 
about 100 major markets. Anita Wasserman is the time- 
buyer at Lawrence C, Gumbinner Advertising Agency, 


Inc., New York. 


WHAT’S AHEAD BEHIND THE SCENES Te le-scop 





Nine CATV Systems Sold 

H&B American Corp. has purchased nine community 
antenna and two microwave systems from Jerrold Elec- 
tronics Corp. of Philadelphia, planning further acquisi- 
tions in the tv and communications field, according to 
David E. Bright, chairman of the board of H&B, a di- 
versified company, with holdings in various fields. Pur- 
chase price was $5 million, plus other unnamed con- 
siderations. Operation of the systems will be under the 
name of Transcontinent Communications Systems, Inc., 
newly formed subsidiary, of which Charles L. Glett, for- 
mer vice president in charge of western operations for 
CBS-TV and more recently an NT&T executive, has been 
named president. The antenna systems are in Ukiah, 
Cal.; Flagstaff, Ariz.; Pocatello, Idaho; Dubuque, Iowa; 
Florence, Ala.; Ventnor, N. J., and Walla Walla, Wenat- 
chee and Richland, Wash. 


Business From Beech-Nut 

Beech-Nut Life Savers, Inc., which leaped into the 
teen-age market in a big way with its Beech-Nut gum 
sponsorship of The Dick Clark Show, is aiming for new 
markets now that its nighttime attraction is being dropped 
from ABC-TV. The firm will hit younger children with 
a new striped chewing gum called Stripees. It’s now 
testing via spot and will probably be unveiled in January 
on one of several juvenile shows bought for fall. Young 
& Rubicam, Inc., New York, is the agency. 


Appliances—‘“Yes”’ and ‘‘Maybe’’ 

Plans for a pre-Christmas spot campaign were only 
tentative at press time for S. W. Farber, Inc., makers of 
Farberware cooking appliances. Last year’s four-to-six- 
week schedule of day and night minutes covered about 
10 top markets. “We've got inquiries out and are wait- 
ing for costs before deciding whether or not to use spot 
this year,” said a company advertising executive. On 
the other hand, a competitor’s campaign greatly expand- 
ed over past programs is: being set for Universal appli- 
ances. Final plans are not yet in, but about 22 markets 
will get schedules. Carol Hardy buys on the Farber 
account at W. B. Doner, Inc., New York. George Kern 
buys on the Universal products made by Landers, Frary 
& Clark at Grant Advertising, Inc., New York. 


Sales Point For Animation? 

The sweet price of success was evidenced recently by an 
eastern advertising agency which prepared a series of 
commercials for a food client. The campaign, built around 
a “character” salesman, was highly effective. Results were 
so good, in fact, that the client was cited as a tv “ 
story.” Whereupon, the character actor, hearing the 


“success 
> 


story, increased his asking price for additional commer- 
cials by some $10,000. The agency paid. 
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SATURATION 
MUSCLE 
THAT 
DOMINATES! 







COVERAGE! LOW COST! 

308,000 TV homes in North and South Lower CPM based on coverage than any 
Dakota, Minnesota, Montana and Canada. other North Dakota combination. 
PROGRAMS! PUBLIC SERVICE! 

CBS, ABC and NBC* networks, plus top Locally produced educational television, cov- 
syndicated and locally produced shows! erage of local civic and political events. 


MARKET MAKER STATIONS 


KXJB-TV, Valley City; KXMC-TV Minot; KBMB-TV, Bismarck: 
KXGO.TV, Fargo; KDIX-TV, Dickinson; *KXAB-TV, Aberdeen. 





ONE CALL...ONE CONTACT...ONE CONTRACT 





SEE YOUR LOCAL WEED TELEVISION REPRESENTATIVE, OR BILL HURLEY, MINNEAPOLIS 
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The expected drop in local billings for June came on schedule but was slightly less 


Business barometer 








severe than in 1959. 
The Business Barometer survey 
indicates local busi- Ju» 
ness in June was off 
7.6 per cent under 
that in May. Local in 
June 1960 was exactly 
the same percentage, 
7.6 per cent, ahead of 
the same month in 1959. 











Network billings, too, were 
down for the month, 
but in this case the 
drop was decidedly 
less than in many 
previous years. 








June network billings were off 
2.4 per cent under 
those in May. They were 
8.2 per cent ahead of 
June 1959 billings. 











The local billings decline of 7.6 per cent for June may be compared with a 9.6- 
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NETWORK BUSINESS 


Lo 


A June off 2.4 per cent under May 
B June 1960 up 8.2 per cent over June 1959 





per-cent drop in June 


1959 under that in — 


May, an 8.4-per-cent 
drop for the month in 
1958, 7.8 decline in 
1957, 9.1 in 1956 and 
6.4 in 1955. 


The year-to-year increase for 
June was 11.9 per cent 
in 1959 over 1958 and 
may be compared with 
the 7.6 per cent this 
year over last. 








Returning to network compari- ; 
sons, the 2.4-per-cent 
drop reported for June 
1960 under May can be 
compared with a 9.0 
decline for the same 
period in 1959, 6.6 
per cent-off in 1958, 
7.5-per-cent drop in 
1957 and 5.5-per-cent 
decline in 1956. 





The 8.2-per-cent increase for 





network billings this year over those in June 1959 was a much better in- 





crease than the 2.6-per-cent gain reported in 1959 over the same 


month in 1958. 
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A June off 7.6 per cent over May 
B June 1960 up 7.6 per cent over June 1959 
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WeeReBeL Says: 


:3 “Vil climb a 


BRAND 
NEW 
TOWER 


to bring WRBL-TV 
more coverage!” 
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WRBL-TV will soon beam to its prime 
Southeastern market from a new tower 
more than twice its current height above 
average terrain. At the same time 
WRBL-TV will switch from channel 4 to 
channel 3*. The combination of the new 
=~ tower and new channel will boost 

Bie: WRBL-TV’s total Grade B audience to more 
than 193,895 television homes in 55 
counties of Georgia and Alabama! 
And when you consider that the Columbus 
Metropolitan Area alone is Georgia’s second 
largest market with the highest per family 
income in the state, it’s easy to see why 
Columbus and WRBL-TV are “sound 
buys” in the marketing plans of 
more and more top companies! 








Call Hollingbery for choice availabilities. 
*Target date is September 15, 1960 


1293’ above average 4 terrain 











Represented by George P. Hollingbery Company 
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P&G moves to “‘strengthen organization”... page 19 


‘Million Dollar Movie’ moves to color ..... page 19 


American Home tops Lever in network tv . .. page 91 


P&G Management Shift 

A. N. Halverstadt has been named: 
general advertising manager of Proc- 
ter & Gamble, replacing E. A. Snow, 
presently vice president-advertising, 
who has been elevated to a new posi- 
tion. The move, one of a series of 
managerial changes described by 
P&G president Howard Morgens “as 
part of a program to strengthen the 
organization,” will become effective 
on Oct. 1. 

On that date, Mr. Snow, who has 
served as vice president-advertising 
since October 1959, becomes vice 
president-toilet-goods division. Other 
managerial changes announced by 
Mr. Morgens include the following ap- 
pointments: 

C. M. Fullgraf, manager of the 
toilet-zoods division, becomes manag- 
ing director of Thomas Hedley & 
Co., P&G’s subsidiary in England. He 
succeeds K. W. Streith, who under- 
takes a special assignment developing 
the company’s business in Sweden, 
Norway, Denmark, Portugal and 
Austria. 

E. G. Harness, manager of soap- 
products promotion division, be- 
comes manager of the advertising 
department of the soap-products divi- 
sion. And M. L. Looby, manager of 
the southern region of the case-food 
sales department, has been named 
manager of retail sales in the Char- 
min Distributing Co., P&G’s sub- 
sidiary for sales of paper products. 
This last appointment was effective 
Sept. 1. 

In his new position as head of ad- 
vertising for P&G, Mr. Halverstadt is 
responsible in a staff capacity for 
guiding and correlating advertising 
policies, advertising practices and 
advertising personnel development for 
all P&G operating divisions. He is 
also responsible for several central 
staff departments in merchandising 


and advertising production activities. 

Although apparently not related, 
the announcement came on the heels 
of P&G’s report on earnings for the 
fiscal year 1959-60. New records in 
sales were set ($1.442 billion), as 
well as new records in earnings 
($98.1 million). 


Grass-roots Tour 

Currently winding up a revealing 
tour through 40 states is interviewer 
Mike Wallace, who has been travel- 
ing around the hinterland since the 
Republican convention putting on 






= 


Mike talks to the governor .. . 


film and audio and video tape the 
opinions of grass-roots America in 
this election year. 

For some seven weeks Mr. Wallace 
and a crew have been taping and 
filming what the country is thinking 
on domestic and foreign issues, with 
tlie results being carried over the 
television and radio stations of 
the Westinghouse Broadcasting Co., 
along with several non-Westinghouse 
outlets. 

The series of interviews, five min- 
utes in length, has been running on 
the Westinghouse stations, WTOP-TV 
Washington and a couple of New 
York radio stations under the title 
of Close-up—USA and at the rate of 
three or four a week. Typical of the 
interviews was one that was conduct- 
ed with a pair of lumberjacks at the 
Clackeamas Tree Farm in Molalla, 


THE WAY IT HAPPENED News front 


ome 


. and to some constituents 


Ore. 

Among the more interesting of in- 
terviewer Wallace’s informal infor- 
mation-seeking sessions was one held 
with a Negro family (above) which 
lives only a brief two miles down the 
road from another gentleman (at 
left) with whom Mr. Wallace talked 
during his Little Rock stay, Arkansas’ 
Governor Faubus. 

Mr. Wallace’s intent was not to 
make a survey or take a poll on the 
Presidential campaign, but rather to 
unearth the country’s thoughts on 
everything from civil rights to the 
Congolese situation and the race for 
space supremacy. 


Color’s All-Level Gains 


In September of 1954 wor-tv New 
York pioneered a program concept 
that was to run successfully to the 
present, gain for the station both 
excellent promotional values and ad- 
vertising revenue and become a 
widely copied format. The concept, 
of course, was Million Dollar Movie 
—the stripping of top feature films 
on a_ twice-nightly, one-week-run 
basis. 

After six rewarding years with 
MDM, wokr-tv this fall will add a new 
dimension to its film showings. A 
great number of the pictures will be 
telecast in color, a move that will 
give the country’s number-one mar- 
ket some 25 weekly hours of tint in 
prime time from the independent 
station alone. 

Asked to comment on a statement 
from the managers of two other New 

(Continued on page 91) 
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“So ... what’s so good about Movie Masterpiece?” 


“It’s just the most potent TV movie line-up in Denver 


with the best of MGM, Paramount and 20th Century Fox.” 


(. . . And it’s on KBTV—Channel 9 . . . ABC in Denver) 


“Oh yes! Here are some samples for September through December.” 


APARTMENT FOR PEGGY THEY WERE EXPENDABLE TORTILLA FLAT 

THE TEXANS THE LAST OUTPOST MRS. MINIVER 
SPELLBOUND STRANGE INTERLUDE MY FRIEND FLICKA 
ROMANCE OF ROSY RIDGE RANDOM HARVEST NORTHWEST PASSAGE 
TALE OF TWO CITIES THE MEN REBECCA 

BELLS OF ST. MARY'S HEAVENLY BODY CAPTAIN FROM CASTILE 


“And they are on KBTV seven nights a week at 10:00 P.M.” 


K BTV..2.QO in venver 


7 seac THE FAMILY STATION a 


ween Call your P G W Colonel JOE HEROLD 


*\ PRACTICE |r 
Benn Station Manager 








20 September 5, 1960, Television Age 


























time difficulties 
harry industry, 
but brighter days 
may be ahead 


yndication—the regional advertiser’s answer 

to his nationally-distributed competitor, the 

station’s source of local programming—has 

fallen onto dog days, with all the discomfort 
and madness associated with those days. 

In brief, the problems are these: too little 
good time available, an oversupply of product 
and not enough demand for that product. The 
networks have played a major and (in the eyes 
of most market-by-market distributors) villain- 
ous role in reducing syndication to a fringe- 
time operation. But more dispassionate observ- 
ers, conceding the network inroads, point to 
other factors which have adversely affected the 
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market, such as the enormous supply of feature 
film material and the cost-price squeeze which 
has been put on distributors by the very people 
who need the medium most—the large regional 
advertisers. 

The gap between network programs and syn- 
dicated programs (in terms of both quality and 
production budget) has been widening for some 
time. Today, it would be foolhardy to bring in 
a syndicated program for more than $30,000 
per half hour; it is routine for a network half 
hour to be brought in for $40,000 or more. But 
network presentations remain the standard of 
comparison in syndication although neither sta- 
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tions nor regional advertisers will pay 
network production budgets. 

At the same time that syndication 
faltered—from 1958 onwards—spot 
announcements and _ participations, 
competing for the same advertising 
dollar, increased. Formidably re- 
searched and ably promoted by sta- 
tion representatives, announcements 
and participations, according to Tele- 
vision Bureau of Advertising, ac- 
counted for 76.1 per cent of the spot 
dollar in 1959, an increase of 24 per 
cent over the previous year. 

To put it bluntly, syndication is 
sick, Despite its obvious value to lo- 
cal, regional and even national ad- 
vertisers, its grasp of the total adver- 
tising dollar has been slipping. Cer- 
tain large regionals, such as Conoco, 
Blue Plate Foods, Ballantine, Carling 
Brewing, DX Sunray, H. P. Hood & 
Sons, Drewry’s beer, American To- 
bacco Co. and Budweiser (which has 
ordered what amounts to a national 
spread for National Telefilm Asso- 
ciates The Third Man) have invested 
heavily in new programs this fall. 
But these orders were expected; it is 
the advertisers who have not stayed 
in syndication who must be counted. 


Some Changed Methods 


And then there are the advertisers 
who should be in syndication and are 
not. A case in point: Hudson Pulp & 
Paper Co., which invested an esti- 
mated $559,610 in spot television last 
year, recently made a major change 
in its advertising plans for the com- 
ing season—for the first time, it 
would invest in a large regional 
spread. Through Grey Advertising, 
16 markets along the eastern sea- 
board were ordered, and a program, 
said to be Ziv-UA’s Time Out For 
Ginger, was selected. At the last mo- 
ment, Hudson had to withdraw from 


the arrangement, according to a 
spokesman for Grey. Suitable time 
periods simply were not available, and 
the advertiser, sold on syndication, 
can only hope they will open up in 
January. In the meantime, Hudson 
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has returned to announcement sched- 
ules and local news and weather pro- 
grams. 

This magazine, in an attempt to 
sound out the attitudes and reason- 
ing of representative advertisers in 
syndication, sent out a questionnaire 
to some of the leading companies. 
Three topics were touched upon: pro- 
gram identification, time availabili- 
ties and investments. 

Significantly, eight of the respond- 
ents, known to be syndication users 
in the past, no longer buy programs 
and now restrict their television in- 
vestments to announcements. The 
problems they cite range from time 
availabilities to poor-quality programs 
to limited budgets. 

Typical of these is Olympia Brew- 
ing Co., which invested an estimated 


As far as Mr. Renderer is con- 
cerned, syndication is still a good 
buy. But he has two reservations: 
“If we could be better assured of a 
quality program with reasonably 
good time slots, undoubtedly pro- 
grams would be the direction we 
would take. We have had consider- 
able experience sponsoring regional 
programs and would have very likely 
continued this year if we had found 
the right property. Our success ex- 
perience has been about 50 per cent 
to date in sponsoring programs. This 
may be considered a fair average in 
show business, but so far as we are 
concerned as advertisers, it is not. 
. . . Available time slots suitable to 
our purpose have become increas- 
ingly difficult to obtain.” 

This problem of decent time periods 





$170,660 in spot television last year. 
“Our use of tv this year,” says adver- 
tising and marketing research man- 
ager B. L. Renderer, “has been en- 
tirely in spots. It would seem from 
this statement that we no longer favor 
sponsored programs. In a sense, this 
is true, but only because of our diffi- 
culty in finding a syndicated pro- 
gram with sufficiently high quality 
and compatible with our product.” 


is one that troubles even those adver- 
tisers who are still using programs, 
and several of them warned that if it 
becomes more acute they will have to 
get out of syndication. 

This sentiment was expressed by 
R. B. Middleton Jr., coordinator of 
marketing, DX Sunray Oil Co. of 
Tulsa. “One of the disadvantages of 
syndicated sponsorship,” he says, “is 
the extreme difficulty we are experi- 
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encing in getting and maintaining 
prime time slots for our program. If 
the networks continue forcing their 
programs upon the individual stations 
we may be eventually forced out of 
syndicated film sponsorship.” 

Richard M. Prentice, advertising 
manager of Ward Baking Co., notes 
that “in many markets it is difficult 
to find available the right kind of 
show and time period.” Robert J. 
Fabacher, vice president and general 
manager of Jackson Brewing Co., 
New Orleans, gives his company “a 
rating of about 50 per cent success- 
ful with syndicated sponsorship, prin- 
cipally because of difficulty in getting 
suitable time slots. The networks are 
absorbing more and more of the 
prime listening time, and the syndi- 
cated sponsor finds himself hard put 
to build any ratings for the show be- 
cause he is in the 6-6:30 p.m. or 10- 
1] p.m. viewing time. It is darn hard 
to come up with good ratings when 
you are faced with placing your show 
in viewing periods which are rou- 
tinely low.” 


Availabilities Difficult 


James P. Duffy, secretary and di- 
rector of advertising, Genessee Brew- 
ing Co., Rochester, N. Y., is also con- 
cerned with time availabilities. “Our 
agency,” he says, “has experienced 
difficulty in getting satisfactory time 
slots, although now that we are back 
in programming for about a year and 
a half we find that we are able to 
move our programs from the early 
evening hours to the more advantage- 
ous 10:30 p.m. time on a number of 
stations. It is our feeling that net- 
works should do more for the re- 
gional advertiser, perhaps blocking 
out some good network half hour 
which could be sponsored regionally 
across the country by a number of 
advertisers.” 

Says W. Ed Allen, director of pub- 
lic relations, Texas State Optical Co., 
Beaumont: “If the purchase of prime 
time becomes more difficult, and its 


cost continues to rise, we may have to 





get out of program sponsorship and 
do the best we can with spot an- 
nouncements, . . . It is my opinion,” 
he adds, “that the Federal Commu- 
nications Commission should do 
something to limit network priorities 





from program sponsorship: 

“I believe that we received more 
identification through sponsorship of 
a syndicated show because we had a 
tangible property to tie in our identi- 
fication. There were a lot of plusses 





the right show, particularly where there is 


interest to a strong masculine audience, 


actually 


acts as a 30-minute commercial for the product 


to a given number of class AA time 
segments per week, even if the sta- 
tions across the nation are not in 
favor of same. With television stations 
as successful as they have been, they 
should not have difficulty selling time 
allotted to local, regional, and na- 
tional spot buyers.” 

Many of the respondents to the 
TV AGE inquiry offered unsolicited 
comments on the quality of syndi- 
cated programs, or rather, on their 
lack of quality. This reaction was 
surprising, since only two years ago, 
in a similar poll of regional adver- 
tisers, syndicated programs were 
found to be as good as network of- 
ferings, or “improving.” 

American Oil Co., to cite a drastic 
example, with an estimated $437,180 
investment in spot tv in 1959, is sold 
on syndication but was unable to find 
a good property this year. John B. 
Goodman, manager, advertising and 
sales promotion, explains his com- 
pany’s reasoning for withdrawing 


syndication offered us. For example, 
we could tie in with advertising of 
the program in newspapers, maga- 
zines, and through our own material, 
and we were able to get a tremendous 
ride out of promotional tie-ins with 
the stations and personal appearances 
of the star of the show. 

“IT feel our sponsorship of syndi- 
cated shows was highly successful. 
We received high ratings, and our 
agency experienced no difficulty get- 
ting time slots that were suitable. 
This, however, did require constant 
and hard work on the part of the 
media department, and we did some 
shifting around on time slots until we 
got the ones we wanted. 

“We are no longer in syndicated 
television, but have gone to sponsor- 
ship of news, weather and sports 
shows together with spots. This was 
brought about mainly for two rea- 
sons: namely, none of us in the ad- 
vertising department or agency, in- 
cluding our company management, 
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was completely sold on the scripts and 
production of a great portion of the 
syndicated films (in last year’s invest- 
ment). The program was sold on two 
exceptionally well done pilot films, 
but the rest of the films did not come 
up to the same caliber, were weak in 
plot and action, and did not main- 
tain the interest of an adult audience 
which we were trying to capture.” 

Concludes Mr. Goodman: “We 
probably would have remained in 
syndication if we had found a good 
property, but such, unfortunately, was 
not the case.” 

Olympia Brewing Co.’s reason for 
pulling out of syndication has already 
been cited (“. . . only because of our 
difficulty in finding a syndicated pro- 
gram with sufficiently high quality 
and compatible with our product”). 
Several advertisers, still on the mar- 
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ket-by-market route, also have reser- 
vations about the quality of present- 
day syndicated fare. 

DX Sunray’s Mr. Middleton is con- 
cerned with the kind and number of 
properties available for sponsorship. 
“We have been sponsoring a 30-min- 
ute syndicated film show for the past 
three years and will continue to spon- 
sor our present program through the 
first quarter of 1961. L believe, how- 
ever, that the syndicated film compa- 
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nies are bringing difficulties on them- 
selves by not making available enough 
first-class syndicated shows. There 
seems to be a dearth of new ideas and 
new pilots in the field. If this con- 
tinues we and other regular advertis- 
ers will be forced to go elsewhere for 
a suitable television advertising ve- 
hicle.” (Earlier, Mr. Middleton 
sounded the same warning in discuss- 
ing time availabilities. ) 

Mr. Duffy of Genessee Brewing Co. 
echoes this complaint. He notes first 
that the company’s “investment in 
syndicated programs for this fall is 
not as great as it has been in the past 
because of special sponsorship plans 
we have for originating a regional 
show of our own, plus the fact that 
we have recently augmented our tele- 


vision sponsorship with late evening 
news and sports programs. 





“Another reason why we are par- 
tially leaving syndicated program- 
ming,” he continues, “is the dearth 
of shows with any marked individ- 
uality or program difference. The syn- 
dicators have ‘ground out’ so many 
shows of a pattern or formula, in- 
cluding objectionable violence, that 
we have been hard put to find the 
kind of shows we want to be asso- 
ciated with.” 

The advertising manager of a large 


regional sponsor in the south, who 
prefers to remain anonymous for ob- 
vious reasons, also complains about 
the choice of programs available to 
him. “During the past two years, our 
experience with syndicated films has 
not been too successful in my own 
personal thinking. For one thing, we 
have not promoted the shows prop- 
erly ourselves. Shows that attract the 
family-type audience, which we would 
like to reach and be identified with, 
have not been available. Now top 
management is sold on tv, and I 
would prefer that my dollars be used 
in a more flexible manner.” 


Costs Considered 

Texas State Optical’s Mr. Allen did 
not criticize the quality of syndicated 
fare. He touched, rather, on the ques- 
tion of cost as it relates to quality. 
“Costs are on the rise. Competition 
in the film industry is now dwindling, 
because there is no room in it for 
mediocre production. Unfortunately 
for the advertiser, cost is far less im- 
portant than the quality of the pro- 
duction. Every time that we tried to 
cut cost through a price deal on film, 
we regretted it. . . . Producers who 
have paid little attention to excellence 
of product are falling by the way- 
side. We do get some price advan- 
tages on multi-market buys when we 
are able to do business with one syn- 
dicator in several markets. This is not 
always possible, however, as we are 
trying to work closely with the sta- 
tions in order to maintain the very 
best station relations. Because of this, 
we do not always buy the film prop- 
erty that we might if we made the 
decision without station considera- 
tion. 

“We use alternate and major-minor 
sponsorships in our markets, and 
often sponsor alternately with nation- 
al spot buyers,” Mr. Allen continues. 
“A number of new properties are 
vlaced on an approved list with no 
priority given to one over another. 
Whichever of these approved prop- 
erties the station or spot buyer pre- 


fers, we are willing to buy on alter- 
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nate weeks. In this way, we remain 
flexible so as to maintain a reputa- 
tion for being a good firm with which 
to do business, and one which will 
get the best time the station can 
offer.” 

The Commonwealth Edison Co., ac- 
cording to William E, Pierce, director 
of advertising, was not happy with 
its investments this year and has “no 
future plans to use syndicated shows.” 
Mr. Pierce says “our experience with 
two ‘popular’ shows . . . was most un- 
happy. . . . As for sponsor identifica- 
tion, perhaps we got that but the audi- 
ence was so small, comparatively, that 
we'd have been better off using the 
same money to buy 20-second spots. 
We and our agency did experience 
trouble getting the right time slots 
but even after getting what we 
wanted, we died. . . . We are present- 
ly using 20-second spots, prime time, 
and three five-minute live weather 
shows a week and are relatively 
happy.” 


Many Completely Sold 

These comments are more than off- 
set by the great preponderance of re- 
gional advertisers who are completely 
sold on syndication. Even Mr. Mid- 
dleton of DX Sunray, who had some 
harsh things to say about the present 
state of affairs, is a wholehearted ad- 
vocate of the market-by-market use of 
he says, 


> 


television. “We believe,’ 
“that sponsorship of a syndicated 
television show is of much greater 
benefit than spot announcements in 
building company prestige and brand 
image. Much of the merchandising 
we obtain through sponsorship in a 
syndicated show is not available or 
cannot be capitalized upon through 
spot announcement advertising. Cer- 
tainly syndicated sponsorship is of 
great morale value to our dealer or- 
ganization. . . . We know that our 
sales have progressively increased 
each year and that our cost-per-thou- 


sand is well in line.” 

Alvin Griesedieck Jr., advertising 
director, Falstaff Brewing Corp., St. 
Louis, believes that “complete spon- 


“Network advertisers 
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have consistently 


paid to get quality, but regional advertisers 


look for bargains.” 


sorship of a program results in bet- 
ter sponsor identification. than you 
would get through participations or 
announcements. . 

“We have sponsored three different 
syndicated shows—namely, City De- 
tective, State Trooper and Coronado 9 
—each of which featured Rod Cam- 
eron as the star. We feel that today 
we are strongly identified with Rod 
Cameron and derive whatever bene- 
fits accrue from the appreciation 
angle.” 

Falstaff, says Mr. Griesedieck, has 
not had too much trouble obtaining 
suitable time periods. “For years I 
have been told by our agency that it 
was getting more difficult to secure 
good time periods for our syndicated 
shows. However, we have always man- 
aged to come up with good time pe- 
riods and probably get a better aver- 
age rating than we would enjoy if 
we had a set network time period.” 
Mr. Griesedieck says Falstaff’s invest- 
ment in syndicated programming will 
be the same this fall as it was in the 
past. 

More Kind Words 


Even American Bakeries Co., Chi- 
cago, which dropped out of syndica- 
tion two years ago, has some kind 
words to say about it. “I must say 
that sponsorship of a syndicated tv 


show gives our company more spon- 
sorship identification,” concedes ad- 
vertising manager Robert Llewellyn. 
“This is because of a longer commer- 
cial and a chance to tie in the show 
personality with our product. It also 
gives a better chance to merchandise 
the show mentioning the show’s name 
with our product.” 

Why hasn’t American Bakeries 
stayed in syndication? Says Mr. 
Llewellyn: “In the baking business 
the budget is relatively small which 
does not allow us the latitude to be 
able to buy a syndicated show in A 
time and do the promotional job with 
one medium that seems necessary to 
produce frequency. Frequency is the 
key word in selling bread since bread 
is purchased three time a week and 
we can’t live on a week-to-week basis 
successfully, At least, we haven’t been 
able to do so with the properties we 
have tried out.” 

Maurice Atkinson, advertising man- 
ager of Jacob Ruppert Co., feels that 
“syndicated television programs give 
our company more identification than 
participations, or announcements, be- 
cause of our ability to integrate the 
show, giving it such titles as The Rup- 
pert Theatre, in opening and closing 
billboards, as well as use of the star 


(Continued on page 81) 
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Question of taste 


Are the guides for tv commercials helping to clean up problem areas? 


BY GAINES KELLEY 





Code Review Board (Il. to r. seated): George Whitney, krMB-TvV San Diego; Mrs. A. Scott Bullitt, Kinc-tv Seattle; 
Chairman E. K. Hartenbower, KcMo-Tv Kansas City; (standing) Edward H. Bronson, director of code affairs; Joseph 
Herold, kstv Denver; Robert W. Ferguson, wtr¥-Tv Wheeling; Gaines Kelley, wrMy-tTv Greensboro, author of the article. 
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Mr. Kelley, general manager of WFMY- 
tv Greensboro, is a veteran of both 
the radio and television industries. 
A charter subscriber to the NAB’s 
Television Code, he was appointed to 
the Television Code Review Board in 
April 1959. He is currently chair- 
man of the Board’s Subcommittee on 
Personal-Product Advertising. 


don’t suppose the saying is pe- 
I culiar to my section of the coun- 
try, but I'll repeat it anyway. “Every- 
body to his own taste . . . as the old 
lady said when she kissed the cow.” 
It strikes me that to some extent 
there have been equivalents to the 
old lady in our business . . . the ad- 
vertising and most especially, the 
television advertising business. This 
hasn’t shown itself quite as dramati- 
cally as public demonstrations of 
affection for cattle. But it’s there. Its 
taglines are such as: “Well, if you 
don’t like it, why don’t you change 
channels?” or “It moves merchandise, 
doesn’t it?” 

What is good taste? What is bad 
taste? What is “borderline”? I will 
be the first to admit that these are 
not scientific questions which can be 
answered definitely, specifically and 
scientifically. Nonetheless, it was 
brought home to the Television Code 
Review Board last April that these 
were questions which simply had to 
be answered in light of the mounting 
criticism of television commercials. 

This criticism came from many 
sources . . . from the viewing public 
writing to the Code Board, from the 
trade press, from the public press, 
from the advertising fraternity, and 
from our own membership. The 
chairman of the FTC has made ques- 
tionable taste in television advertis- 
ing a major topic of a number of his 
addresses; the FCC had publicly de- 
clared that it was a source of major 
complaint. What’s more . . . we of 
the Code Review Board had seen 
some of the material we transmitted 
over our own facilities. And some of 
it we didn’t like. 

Now, merely to say that we formed 
a committee and issued a_ report 






would reduce the problem to a kind 
of bureaucratic farce. But that is ex- 
actly what happened. Results? .We 
have had plenty . . . and we can 
show the “before” and “after” films 
to prove it. 

Since the committee was formed 
and report issued, I have had any 
number of questions (friendly and 
otherwise) as to how we went about 
our task; I have any number of com- 
ments (also friendly and otherwise) 
as to how we arrived at our conclu- 
sions. Let me, in the space that per- 
mits, answer as many of these as I 
can. 


Personal-Products Problem 
First, we agreed that from the evi- 
dence at hand it seemed that the 
main source of criticism of tv com- 
mercials was directed against what 
we classed as “personal” products. 
Arbitrarily we broke these down into 
seven general categories: laxatives, 
deodorants, depilatories, toilet tissue, 
cold and headache remedies, corn 
and callous remedies and foundation 
garments. Since then, a prominent 
brassiere manufacturer has objected 
to being classified with laxatives; an 
aspirin sponsor has voiced some 
pretty loud opinions about being as- 
sociated with corsets. Still, we think 
our classification was about as accu- 
rate as one can get: all the product 
classifications are of items you or | 
would ordinarily keep in the medi- 
cine cabinet or in the bureau drawer 
. not in the living room. They 
are, in our terminology, personal 
products. 
« Then the Television Code Affairs 
staff under Ed Bronson and Harry 
H. Ward, assistant director of code 
affairs, was instructed to obtain as 
many commercials as possible in 
these categories. This is harder than 
one would suppose. A client or 
agency is understandably reluctant 
to submit his commercial for possible 
negative comment. A network or 


station, having accepted a commer- 
cial even with reservations, has an 
obligation to protect the advertiser's 
interests. On the other hand, it 
was comparatively easy to get film 

(Continued on page 82) 
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Problem documentary 


WCAU-TV shows how touchy subject can achieve complete viewer endorsement 


Writer and producer (without jackets) evaluate discussion material with panelists during break in taping 


ttl 











Show’s director questions Chief of County Detectives on sex crimes 


I" difficult enough for a local tele- 
vision station to produce an ambi- 
tious and qualitative public-service 
program on slum clearance or traffic 
safety or the American Revolution or 
any such innocuous topic and gen- 
erate the desired impact on and re- 
sponse from its viewers. 

But when a show in the public in- 
terest concerns subject matter of a 
basic nature delicate enough to raise 
the blood pressure of the puritanical 
elements of a community, achieving 
complete audience enthusiasm and en- 
dorsement takes quite a bit of addi- 
tional doing. 

Just such a program was presented 
on Thursday, March 24 last, from 
10 to 11 p.m., by wcau-tv Philadel- 
phia as the first in a series of locally 
produced hour-long documentaries 
scheduled in prime evening time. In 
its approach to a touchy theme, and 
in the results obtained, The Sex Of- 
fender: A Study in Violence might 
well serve as an object lesson to other 
stations perhaps hesitant to antagonize 
the ascetic or squeamish components 
of their audiences by attempting a 
public-interest program with, to call 
a spade a spade, guts. 

Although the problem of criminal 
sex offenses is a serious and important 
one, a tv station which carries a dis- 
cussion of it onto the supposedly anti- 
septic home screens nevertheless runs 
an ipso-facto risk of being accused by 


the bluenosed coterie among its view- 
ership of indulging in sensationalism 
merely for the sake of sensationalism. 

In the case of wcau-tv’s The Sex 
Offender, nothing could have been 
further from the truth. Narrated by 
the station’s distinguished commenta- 
tor, John Facenda, the program was 
soberly and intelligently directed to- 
ward a citizenry which urgently looks 
for answers to society's vital problem 
of the sex crimes that occur almost 
daily to mar the peace of any com- 
munity. 


Panel Discussion 


To avoid making early judgments 
on the subject and then gathering 
program material to conform to a 
pre-written script, and to familiarize 
themselves with those facets of the 
problem which needed exploration, 
producer John M. Dolph, associate 
producer George Dessart, director 
Glenn Bernard and writer William 
Bode video-taped a preliminary three- 
hour panel discussion in which a jur- 
ist, a psychiatrist, a legislator and a 
sociologist came together to evaluate 
the subject from four specific areas of 
approach. 

The panel consisted of Dr. Philip 
Q. Roche, assistant professor of psy- 
chiatry at the University of Pennsyl- 
vania; Judge Joseph Sloane of the 
Court of Common Pleas Number 
Seven in Philadelphia; State Senator 


Charles R. Weiner, Democrat from 
the Seventh District of Pennsylvania, 
and Dr. Negley K. Teeters, professor 
of sociology at Temple University. 

With the information provided by 
the discussion among these four men 
—and with source material gleaned 
from two months’ study of authorita- 
tive texts and statistics on the subject 
—a nine-man crew went into the field 
to film interviews in prisons, hospitals 
and psychiatric wards, locations perti- 
nent to the telling of the story. 

In Graterford Prison, near College- 
ville, Pa., in the Fairview State Hos- 
pital for the criminally insane and in 
other 
WCAU-TV cameras caught the treat- 


correctional institutions the 
ment and confinement of all types of 
sex offender and probed in depth the 
motivation, the punishment and the 
rehabilitation of these mentally ill 
people. 

Pennsylvania's Gov. David Law- 
rence headed the group of experts and 
public officials whose opinions were 
sought for the documentary; the 
state’s chief executive's statements 
were filmed in Harrisburg three weeks 
before the showing of the program. 

Also appearing on the special docu- 
mentary was Dr. Frederick S. Baldi, 
former superintendent of Holmesburg 
and Moyamensing prisons and former 
warden of Rockview. Dr. Baldi re- 
vealed why he believes present meth- 


(Continued on page 85) 
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8-second sell 


Ww: if you had less than eight 
seconds in which to sell, how 
would you do it? You'd yell like a 
drowning man, now wouldn’t you? 
Or you'd rattle like a submachine 
gun, every incoherent bark an af- 
front to your listeners. Nope, you 
wouldn’t sell in eight seconds, not if 
you had the choice. 

That, in a simile-choked nutshell, 
is the attitude of many major and 
local advertisers today toward what 
is surely an efficient and certainly an 
available selling vehicle in television 
today: the ID. 

Because ID’s are considered a 
creative problem, the Television Bu- 
reau of Advertising issued this week 
a new booklet, How to Create the Tv 
ID, which explores ways in which 
these commercials can be produced 
and explains in some measure the 
creative thinking which has gone into 
ID’s. The booklet represents an at- 
tempt to clear away the psychological 
barriers which have stopped many 
advertisers from using tv more ef- 
fectively, or from using it at all. 

Since the ID is usually preceded 
by a longer commercial for another 
product, TvB notes, its success is 
measured in two ways: “by its ability 
to register an idea in a very short 
time . . . and to register it strongly 
enough to stand up amid its other 
commercial competition.” 

Thus, the problem is twofold, and 
must be answered in two ways: with 
brevity and with distinction. TvB, 
which concedes that it is not in the 
business of creating commercials, 
simply outlines in this booklet some 
of the possibilities inherent in a 10- 
second television commercial. (The 





Basic secrets of effective ID’s are outlined in TvB brochure 


ID usually has seven and one-half 
seconds of video sell and six seconds 
of audio. Stations use the last two 
seconds to identify themselves. Due 
to the mechanics of sound-film pro- 
jection, the opening one and one-half 
seconds are silent, as is the closing 
half second.) 

The initial creative problem—what 
to say—can be answered from the 
copy platform where the basic idea, 
or one of several basic ideas, can be 
selected, and because the ID is “the 
very essence of the copy platform or 
at least of one idea in that platform, 
it can concentrate on this one idea 
and can ignore many of the stage- 
setting devices longer commercials 
require,” says TvB. 

But an idea can be stated in many 
ways. “Remember that the ID, being 
television, carries not just the picture 
but the printed legends, the spoken 
voice and the soundtrack as well. 
This means that you can express such 
ideas as quality through picture, 
words, voice and music simultaneous- 
ly .. . and plan to create and capture 
a mood of quality as well as its 
proof.” 

Some basic procedures, as suggest- 
ed in How to Create the Tv ID: take 
one of the print ads for the product 
to be advertised or a longer story- 
board that is to be converted to an 
ID and start eliminating words. “See 
how many mood words you can cut 

. . to be replaced by mood sounds 
on television. See how many action 
words you can replace with action 
pictures on tv. Forget most of the 
descriptive words: the viewer will see 
the product, doesn’t need the de- 
(Continued on page 89) 
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Film Report 


REGIONAL NET DEALS 


Some prime evening time may be 
opened up this fall for major re- 
gional advertisers, but the develop- 
ment is expected to hurt syndicators. 

NBC-TV, it was learned, is sound- 
ing out some of the bigger market- 
by-market advertisers with a view to 
selling off at least one of its prime- 
time half hours on a regional basis, 
similar to what is done with some 
network sports events on Saturday 
and Sunday afternoons. 


A. A. Sommer, vice president, Me- 
Cann-Marschalk Co. (which handles 
Genessee Brewing), is heartened by 
the possibility. “We’ve heard from 
NBC-TV,” he says, “to the effect it 
may take good evening time, say 
8:30 or 9:30 p.m., and sell it off re- 
gionally.” Mr. Sommer says he would 
like to see the plan become a reality, 
but he stressed that it was only in 
the talking stage at present. 

Decent time periods are difficult 
to find in syndication, he notes, plac- 





PEL SUCCESS .ww cc cccsedess 


Sse identification with a pro- 
gram and star — syndication’s 
big plus for regional and local adver- 
tisers — has been dramatically illus- 
trated in central Florida, where a local 
gasoline and oil distributor bankrolls 
Not For Hire, distributed by Cali- 
fornia National Productions. 
Presented by WESH-TV Daytona 
Beach on Tuesdays, 7-7:30 p.m., the 
series has been indirectly responsible 
for a better than 100-per-cent increase 
in the sponsor's distribution area and 
for a healthy increase in his sales. 
Since last October (when the series 
went on the air) Shamrock’s inde- 
pendent gasoline outlets climbed from 
11 to 23, and the company found it 
had built an image of itself as one of 
the major distributors in Florida. 
“Talk about sponsor identifica- 
tion!” exclaims Ed Dowden, advertis- 
ing and sales promotion manager. 
“When customers drive in to the serv- 
ice stations they frequently address 
the service men as Sergeant Dekker 
(hero of Not For Hire, portrayed by 
Ralph Meeker). The show has been 
so successful in our area that it is as- 
sumed by the viewers that Shamrock, 
as sponsor of such a quality program, 
is a major national distributor.” 
Often leading in its time slot in the 
Daytona Beach market against fea- 
ture-film competition and network 
newscasts, the series has maintained 
excellent ratings throughout the coun- 
try. Some recent American Research 
Bureau share-of-audience figures: Am- 


ig tegeiloealis evens Shamrock Oil Co. 





arillo, 45 per cent; Columbus, 46 per 
cent; Portland, Ore., 39 per cent; 
Providence, 46 per cent; Rochester, 
54. per cent; Wilkes Barre, 43 per cent, 
and Knoxville, 55 per cent. 

Other advertisers who have invest- 
ed in the program include R. J. Rey- 
nolds (in the southeast and midwest), 
Jacob Ruppert Brewing Co. (for sev- 
eral markets in New England), The 
Kroger Co. (midwest), Chevrolet 
Dealers, Inc. (North Dakota) , House- 
hold Finance, Inc., (Detroit), W. T. 
Grant Co. (Lima, O.), Colgate-Palm- 
olive Co. (Scranton), General Elec- 
tric Appliances (Joplin, Mo.), Wil- 
liams Shaving Cream (Miami), Vista 
Homes (Phoenix), Tide (Cedar Rap- 
ids) and Sterling Drug (Cincinnati). 

The action-adventure, Not For Hire 
consists of 39 half-hours. Meeker 
plays an Army provost sergeant. 


ing the regional advertiser in a com- 
petitively poor position against na- 
tional brands. Costs for sponsoring 
a network show regionally “would 
probably work out better than on a 
station-by-station basis.” Genessee 
recently renewed for a second year 
of Screen Gems’ Manhunt in 10 mar- 
kets. 


TIME IS ESSENTIAL 

This very problem of suitable 
time is one which bothers many re- 
gional advertisers (see lead story, 
page 21). John W. Haley, vice presi- 
dent and general advertising director, 
Narragansett Brewing Co., explains 
why his company has not used syn- 
dicated programs for almost two 
years: “The availabilities for a re- 
gional advertiser, as long as the na- 
tional client has had first choice of 
anything new, is discouraging and 
. . . the lack of good time availabili- 
ties in network cities makes it almost 
impossible for a local regional ad- 
vertiser to include syndicated films in 
his annual schedule.” Narragansett is 
currently using spot-announcement 
schedules. 


NO PROBLEMS AT ZIV-UA 

In case things sound unbearably 
bleak in syndication this year, a re- 
cent Ziv-UA sales report is worth 
quoting. In what is described as a 
near-record season, the distributor’s 
sales volume is running 18 per cent 
ahead of last year. Market sales total 
since the first of the year: 1,080. 

The mid-year review, compiled by 
the Ziv-UA research division, does 
not include re-run sales from the 
Economee division nor does it in- 
clude overseas sales. With Case of 
the Dangerous Robin still in the mid- 
dle of its first big selling drive, the 
1,080 market tally represents sales 
on six series. 

Some salient statistics: Sea Hunt, 
sold in 203 markets; Lock Up, sold 
in 180 markets; Tales of the Vikings, 
130 markets; Home Run Derby, 159 
markets; Tombstone Territory, 156 
markets; This Man Dawson, 142 mar- 
kets, and Case of the Dangerous 
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Robin, sold to date in 97 markets, 
At the same time last year Ziv-UA 
had 887 sales on six series. 

All told, says the Ziv-UA research 
division, the company’s product is 
being viewed in more than 90 per 
cent of the nation’s 269 markets and 
on nearly 89 per cent of its 528 com- 
mercial stations. 


NTA SPINS OFF 

NT&T has decided to relinquish 
majority control in National Telefilm 
Associates, tv subsidiary which has 
been a money-losing proposition vir- 
tually since its acquisition by the 
parent company. Under a plan drawn 
up by B. Gerald Cantor, president 
and chairman of the board of NT&T, 
the company will distribute 844,875 
shares of NTA common stock to 
NT&T stockholders on the basis of 
three shares of NTA stock for every 
10 shares of NT&T stock held. 

Simultaneously, however, NT&T 
will retain 620,511 shares of stock, a 
large enough block to, in practise, 
assure controlling interest (155,125 
shares of NTA stock are presently 
not held by NT&T). Although the 
specific effect that the divestment will 
have on the financial structure and 
profit-loss figures of the two com- 
panies cannot presently be gleaned, 
it is, of course, advantageous to 
NT&T to rid itself of the money- 
losing subsidiary. At the same time, 
it is hoped that NTA will be able to 
operate more profitably as an indi- 
vidual entity on a reduced base and 
with smaller overhead. 

The company’s sales operation has 
been realigned. Two main divisions 
—eastern and western—were created 
with E. Jonny Graff in charge of the 
eastern unit and Berne Tabakin 
heading up the western division. 
Messrs. Graff and Tabakin, who were 
named vice presidents of NTA, re- 
port directly to Oliver A. Unger, 
president. 


TAPE CONTRACT 

First joint tape-film contract in the 
history of the television industry is 
expected to be negotiated by SAG 
and AFTRA on the one hand and 
producers on the other late this fall. 
The pact will cover production of all 
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recorded commercials, tape and film 
being placed on an equal footing. 
The stage for the negotiations was 
set when both SAG and AFTRA 
members voted approval of such joint 
negotiations, SAG extending its own 
commercials contract with producers 
until the end of the AFTRA pact 
Nov. 15. 


SKELTON ON TAPE 

Largest independent tv tape opera- 
tion to date has been set up by Red 
Skelton at the former Chaplin-Kling 
Studios, which the comedian has just 
completed renovating. 

The million-dollar facilities include 
a self-contained mobile color unit 
consisting of three bus-trucks carry- 
ing three color electronic cameras, 
three black-and-white cameras, two 
Ampex vtr units, a color film camera, 
and complete electronic splicing and 
editing equipment. According to Mr. 
Skelton, other units are planned, one 
of which will be sent to Europe to 
tape the new Marco Polo series in 
color, as well as the La Scala Opera 
for Texaco. Other taped series being 
planned are Society as I See It, with 
Cobina Wright; Twenty Thousand 
Yeers In Sing Sing, with George 
Raft as one of the alternating stars; 
Flight from Justice, and The Adven- 
tures of Junior, based on the mean 
little kid character created by Mr. 
Skelton. 

Already set for production by the 
Red-EO-Tape unit are two specials 
for Timex, two with Dinah Shore 
and an hour Christmas show. Com- 
mercials have been ordered by Delco, 


Chevrolet, and Pet Milk. 


FEATURES ... 

National Telefilm Associates is out 
distributing the first group of post-’48 
Twentieth Century-Fox features to 
station groups and stations. The $4- 
million Fox-NTA agreement calls for 
the tv release of 27 post-’48 movies, 
part of the total package of 81 fea- 
tures that NTA acquired from Fox. 
The post-’48s, which have air dates 
commencing Jan. 1, 1961, include 
All About Eve, Come to the Stable, 
The Gunfighter, A Letter to Three 
Wives, Mr. 880, 12 O’Clock High, 
Panic in the Streets, Pinky, Down to 
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the Seas in Ships and Father Was a 
Fullback. NTA, with this recent ac- 
quisition, now has 552 features from 
Fox available to stations. 

United Artists Associated has re- 
leased a new group of United Artists 
post-’'48 movies labeled the “Boxoffice 
26.” Titles include The Barefoot Con- 
tessa, King and Four Queens, Attack, 
Bandido, St. Joan, Commanche, The 
Monte Carlo Story and Baby Face 
Nelson. 


tinues to move its huge 


. . . UAA, meanwhile, con- 
library of 
pre- and post-’48 pictures. Under the 
direction of Erwin Ezzes, 
pointed vice president, 
UAA in a recent two-week period 


newly ap- 
executive 


sold four post-'48 packages to 24 


| stations. The packages are “UA 65,” 
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| has branched 


“UA 52,” “UA 39” and “Lucky 7.” 
. . - Noah’s Ark, a Darryl F. Zanuck 
production, is being offered to sta- 
tions as UAA’s third tv special of 
1960. 
The new group of J. Arthur Rank 
films distributed by Programs For 
Television, Inc., has brought in close 
to $1 million, Michael M. Sillerman, 
PTI’s executive vice president, has 
announced. 
| Some recent sales of “Ranks #1” 
| films: wnsc-Tv New York (which 

ordered the largest single package 
| of color films in its history), WHDH- 


TV Boston, wer-Tv Buffalo, wrcv 
Philadelphia, WHYN Springfield, 


Mass., wRGB Schenectady, wpetv Palm 
Beach, wsuN-TV Tampa-St. Peters- 
burg, WLW-A Atlanta, wcco-tv Min- 
neapolis and KTvi St. Louis. 

Productions 


California National 


into feature-film dis- 
tribution with the acquisition of two 
Bob Hope classics, Road to Rio and 
My Favorite Brunette. First sale of 
| the two features was made to the five 
| CBS owned-and-operated stations. 





PROGRAMS ... 


| Co-production agreement between 
| motion-picture producer Al Zugsmith | 
| 


and ABC Films will see filming of | 


a Dondi tv series for the 1961 season. 
| ... Also for next season, at MGM-TV 
a pilot is being prepared to star 
Audrey Meadows as a newspaper 
columnist, Phil Shuken writing the 
script. . . . A dramatic adventure 
series titled San Francisco is being 











Selig J. Seligman (l.), vice president 
of the American Broadcasting Co., 
will become head of the new AB-PT 
production company, it has been an- 
nounced by Leonard H. Goldenson, 
president of AB-PT. He will continue 
as producer of the daytime program, 
Day in Court, and will add another 
morning version of the same show, 
Mr. Seligman joined the network as 
producer-writer and most recently has 
been general manager of KABC-TV Los 
Angeles where many new live pro- 
grams have been developed under his 
leadership. Elton H. Rule (r.), who 
has been general sales manager of 
KABC-TV, will succeed Mr. Seligman 
as general manager of the station. He 
has a background of 20 years in radio 
and television. 





prepared by TCF-TV. . . . Herts-Lion 
has started filming The /nquisition, 
five-minute simulated interviews with 
famous historical characters. 

Riviera, hour-long adventure series 
localed in southern France and Italy, 
will be produced for Screen Gems by 
Clarence Greene and Russell Rouse. 
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Rank Program 
1—Phil Silvers CBS 
2—Three Stooges Screen Gems 
3—Topper Schubert 
1—I Married Joan Interstate 


5—It’s a Great Life CNP 


| 


6—How to Marry a 

Millionaire NTA 
7—Honeymooners CBS 
8—Amos ’n’ Andy CBS 
9—Laurel and Hardy Governor 
10—Life of Riley | +x? 


Pulse Top 10 Comedy Shows For May 


- |National| Viewers Per 100 Homes 
Wat'd 
Distributor Average Men Women Teens Children | 


Tuned In 


12.2 73 «= 18 72 
12.0 5] 57 18 110 
10.5 21 «65 11 59 


96 | 16 91 2 43 
94 | 33 16 5 65 
90 | 75 79 17 63 
ao in oe 8 68 
7.7 | 49 = 5) 17 95 
73 | 32 37 14 95 
6.7 | 34 65 16 79 


Pulse Top 10 Drama Shows For May 


1—Lock Up Ziv-UA 
2—Grand Jury NTA 
3—Rendezvous CBS 
t—Divorce Court Guild 
5—People’s Court Guild 
6 Jeff’s Collie ITC 
7—Cannonball ITC 
8—Hour of Stars NTA 
9—West Point Ziv-UA 
10—Medic . CNP 


The documentary western series to 
Allen Miner for 
California National Productions has 
been re-titleed The West—Man and 
Legend. .. . 1 \ Criswell Predicts skein 


be produced by 








Ben Slack, local sales manager of 
KGUN-TV Tucson, has assumed the ad- 
ditional duties of national sales man- 
ager, it has been announced by Tol- 
bert Foster, general manager of the 
station. Mr. Slack has been in radio 
and television since 1942 and has 
been with the Tucson station since 


1957. 


13.6 81 92 15 36 


12.3 89 91 3 29 

12.1 78 94 14 19 
9.6 81 98 15 36 
8.9 85 91 13 1] 
8.6 5 39 17 95 
a 73 8 17 8: 
6.9 19 94 2 8 
6.7 67 73 16 76 


5.8 21 98 2 41 


consisting of 12 hour-long episodes 


is being turned out by Jack London 


for fall syndication as a monthly | 
special. . . . / An additional 104 epi- | 


sodes of Bozo the Clown are being 


planned by producer Larry Harmon | 


CBS-TV is 
readying a new comedy show, O 
Those Bells, at MGM-TV, with Ben 
Brady and Tom McKnight producing. 


for syndication. 


Young Productions, Inc., of Phila- | 


delphia will produce a new tv series | 


titled Diver Dan in association with 
Brian Cartoons of that city. The 
series is described as an underwater 
fantasy using live characters and live 


and animated fish. Produced in color, | 


the series will consist of 104 seven- 


minute episodes. . . . Jules Power 


| 
| 
| 
| 


| 


Productions is currently producing | 


a new comedy series titled Bloopy 
and the Colonel. It will consist of 


208 six to 10-minute episodes and 
is described as the first original slap- 
stick-comedy series designed specific- 
ally for tv. A total of 104 segments 

is to be completed in the first year. | 
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radio... inCincinnatiis 
WKRC .. . with basic CBS 
programming that’s practi- 
cally a ‘‘must’’ buy for ag- 
gressive local and national 
spot advertisers. The firmly 
entrenched Stan Matlock 
morning Magazine of the Air 

mere) in) e)(-1¢-Ma leler-]i-nle Mtb 
tional sports coverage... 
top-notch News including 
feeds from Washington cor- 
respondents. And Baseball 
— in this great baseball city 
— is the fillip for this smart 
programming that guaran- 
tees maximum audiences. 
It’s all there—on WKRC- 
Radio — programming that 
sells to an adult audience 
through the city’s prestige 
station. 


WKRC 550kc. 


First in Cincinnati, Ohio 


Sales Representative: 
The Katz Agency, Inc. 
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Advertising Directory 
of TV SERVICES 


FILM EQUIPMENT 








$. 0. S. CINEMA SUPPLY CORP. 


New York City: 602 West 52nd Street, PLaza 7-0440 
Hollywood, Calif.: 6331 Hollywood Bivd., HO 7-2124 
SALES + LEASING + SERVICE 
The world's largest source for film production 
equipment: Animation, Producing, Lighting, 

Processing, Recording, Projection, etc. 
Send for our huge 34th year Cataleg on your 
letterhead to Dept. N 








CAMERA EQUIPMENT CO., INC. 

315 West 43rd Street, New York 36, N. Y. 
JUdson 6-1420 
RENTALS—SALES—SERVICE 
Motion picture and television equipment 

lighting equipment . . . generators 
... film editing equipment . . . processing 
equipment. 








SCREENING ROOMS 








PREVIEW THEATRES, INC. 

1600 Broadway, New York 19, N. Y. 
Circle 6-0865 
OE William B. Gullette 
témm, 35mm; magnetic or optical; all 
nterlock combinations. Editing equip- 
ment and facilities. Film storage vaults. 
All facilities available 24 hours a day. 








HAULING & WAREHOUSING 








WALTON HAULING & WAREHOUSE CORP. 
609-11 West 46th St., New York 19, N. Y. 
Circle 6-8685-6-7-8 
THEATRICAL HAULERS 
for 
Television, Radio 


& Legitimate Theaters 











LIGHTING 





PERSONNEL ... 

MCA TV has transferred Phil Con- 
way from its Cleveland office to New 
York City. Mr. Conway this week 
begins servicing advertising agencies 
and stations in New York and New 
England. With MCA TV for the past 
two years, Mr. Conway previously 
was with Walt Disney Productions 
and with the Denver Post. . . . Rich- 
ard V. Thiriot has resigned as as- 
sistant to the general manager of 
KSL-TV Salt Lake City to join Film 
Service Corp. In his new post Mr. 
Thiriot undertakes an extensive film 
booking and buying operation for 
television stations and movie theatres. 

James Weathers has joined the 





MR. WEATHERS 


Economee division of Ziv-UA as west- 
ern division spot sales manager. Mr. 
Weathers was general manager of 
World Broadcasting System since 
1951 and prior to that served with 
several radio stations in the south. 
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CHARLES ROSS, INC. 
333 West 52nd Street, New York 19, N. Y. 
Circle 6-5470 
LIGHTING, GRIP EQUIPMENT, 
PROPS AND GENERATORS 


For Motion Pictures and Television 
SALES @ SERVICE @ RENTALS 





STANDARD ACTUARIAL WARRANTY CO. 
220 West 42nd Street, New York 36, N. Y. 
LOngacre 5-5990 
Collections for the Industry 
All over the World 
TV—RADIO—FILM 
Records & Recording Accounts Receivable 
No Collectionsx—No Commissions 














STOCK SHOTS 





VIDEO TAPE DUPLICATING 


& FILM TRANSFERS 














MAURICE H. ZOUARY 
333 West 52nd St., N. Y.C., 19 
JUDSON 2-6185 


35mm MOTION PICTURE 
BLACK & WHITE @ COLOR 
OVER 10,000,000 FEET 











Complete film and videotape lab service 
Videotape to film transfers 
Videotape recording 
Videotape duplicating 
Videotape viewing and editing 


ACME FILM LABORATORIES, INC. 


1161 N. Highland Ave., Hollywood 38, Calif. 
HOllywood 4-747! 








Agency on Tv 


Advertising agencies may be 
overlooking a bet in not ad- 
vertising their own services on 
television. 

Paul Pairan Agency, Denver, 
has been trying it through the 
purchase of a series of ID’s on 
the The Play of the Week on 
KOA-TV Denver with gratifying 
results. At least two new ac- 
counts have come into the house 
as a result of the tv mention. 





. . « Elliot Krane, regional sales ex- 
ecutive of Romper Room, Inc., has 
been named managing director of 
the new Canadian division of Romper 
Room and Claster Enterprises. Har- 
old Brown, regional sales executive, 
has been named national director of 
sales of the bowling division of 
Claster Enterprises, Inc. 

Official Films and _ International 
Radio & Television Programs, Inc., 
have signed an exclusive contract 
whereby the latter firm will be Offi- 
cial’s representative in Europe and 
the Middle East. . . . Russ Raycroft 
has been named special consultant for 
Official. Walter Grauman has 
been appointed by the Mirisch Co. 
as director of program development 
for its tv unit. . . . Bill Burrud Pro- 
ductions has formed Wiljon Corp. to 
act as the sales arm for the organiza- 
tion. Andrew M. Griffin has been 
named vice president in charge of 


sales. 





Denver Log 


Denver’s three network affli- 
ates, KOA-TV, KBTV and KLZ-TV, 
have teamed up to issue a 
monthly log of their cultural, 
educational and_ information 
programming. 

A four-page mailing piece de- 
scribing the schedule was sent 
to 1,500 teachers, clergy, legis- 
lators and business leaders in the 
viewing area. Plans are to issue 
such a schedule monthly. 
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Rank Program 
1—Sea Hunt Ziv-UA 
2—Border Patrol CBS 
3—Huckleberry Hound 
4—Death Valley Days 
5—Mike Hammer 


Screen Gems 
U.S. Borax 
MCA 


6—Quick Draw McGraw Screen Gems 





7—Johnny Midnight MCA 
7—Shotgun Slade MCA 
8—Popeye UAA 
8—Rendezvous CBS 
9—Lock Up Ziv-UA 
10—Grand Jury NTA 
11—Phil Silvers CBS 
12—Woody Woodpecker _ Kellogg 
13—Manhunt Screen Gems 
14—Coronado 9 MCA 
14—Three Stooges Screen Gems 
14—U.S. Marshal NTA 
17—Bugs Bunny UAA 
Guild 


17—Divorce Court 
COMMERCIAL CUES... 


Film Fare, Inc., new commercials 
production company, has been set up 
on the west coast by several execu- 
tives formerly with Ray Patin Pro- 
ductions. Officers of the firm are 
Gus Jekel, president; Dick Van Bent- 
ham, vice president; Ken Champin, 
animation director; Bill Jekel, and 
Kay Himes, secretary-treasurer. 
Offices are located at 1040 N. Mc- 
Cadden Hollywood. Al- 


though full-scale operations did not 


Place in 


begin until Sept. 1, negotiations are 
already on with Leo Burnett, Young 
& Rubicam, Guild, Bascom & Bonfigli 


ee 








yee . > opp 


Pulse Top 20 Syndicated Shows for June 


Distributor Average 


National Viewers Per 100 Homes 


Ward Tuned In 
Men Women Teens Children 
16.5 85 94 15 32 
15.4 81 88 17 43 
13.8 52 57 17 114 
12.5 73 79 16 67 
12.0 85 87 12 8 
11.6 49 56 16 11] 
11.0 87 93 13 8 


11.0 77 8 13 62 . 
10.9 31 37 17 115 
10.9 78 94, 14 19 


10.6 8] 92 15 36 
10.5 89 9] 13 29 
10.2 73 75 18 79 
10.0 4] 57 15 106 
9.6 84 92 15 31 
9.5 87 95 17 39 
9.5 51 57 8 110 
9.5 79 85 1] 9 
9.4 43 a2 15 109 
9.4 8 7 


98 1] r 


and other agencies for the production 
of commercials. 

Ray Patin Productions, meanwhile, 
has moved to new, expanded quarters 
at 3425 Cahuenga Blvd. in Los 
Angeles. A new series consisting of 
nine spots is in production for As- 
sociates Investment Co. (Foote, Cone 
& Belding, Chicago), with three ani- 
mated characters urging a savings- 
and-loan program. Also in production 
are three commercials, featuring a 
French character and the slogan, 
“The 


Franco-American Spaghetti (Leo Bur- 


Sauce Is Everything,” for 
nett, Chicago). 


Format Films is in production on 


QUALITY 


Wilding tv 


CHICAGO DETROIT HOLLYWOOD 
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television .. . in 
Cincinnati means WKRC-TV, 
known nationally as the pioneer 
station with completely auto- 
mated facilities that promise ad- 
vertisers precision operations 
for greater fidelity in reproduc- 
tion, elimination of visual and 
audio error. 


With basic CBS-TV program- 
ming, plus the finest available 
movies*, and local program- 
ming for adult and childrens’ 
audiences — ranging from Pop- 
eye Cartoons to the new five-a- 
week Len Goorian Show, WKRC- 
TV has well-rounded program- 
ming structure offering adver- 
tisers economical, selective 
plans for selling in the Cincin- 
nati market! 

*Nationally-famous “Play of the 
Week" now augments WKRC-TV’'s 


fabulous RKO—Warner Brothers— 
Paramount—Medallion library of 


film! 


WKRC-TV 
Channei 12 
CBS in Cincinnati, Ohio 


Sales Representative: 
The Katz Agency, Inc. 
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UINNESS 





ANOTHER TOP NAME IN THE 
BIG J. ARTHUR RANK PACKAGE 
OF POST 50 HITS MADE FOR 
AMERICA TO ENJOY (121NFULL 
COLOR).GETFULL DETAILS ON 
THE “BUY” THAT RANKS=1 


RANKS =1 FOR BIG NAMES 
RANKS =1 FOR CURRENT HITS 
RANKS =1 FOR FULL COLOR 
RANKS =1 FOR SALES IMPACT 


FOR FULL DETAILS, CONTACT: 


MICHAEL M. SILLERMAN, EXEC.VP . 
PROGRAMS FOR TELEVISION. INC. [) 4 
1150 6TH AVE.,W. Y.36 YU6-3650 
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| featuring “Chipmunks,” 





| eight new Stagg beer (Edward H. 


Weiss Co., Chicago) spots, continu- 
ing the theme, “Help Stamp Out 
Thirst.” The company is also begin- 
ning production on an animated en- 
tertainment series, The Alvin Show, 
novelty rec- 
ord characters created by Ross Bag- 


| dasarian. 


A number of key personnel have 
been added to the staff of UPA Pic- 


tures: Glan Heisch, vice president in 


| charge of tv production for Tele- 


vision Personalities, Inc., has been 


| named producer of the Mister Magoo 
| series; Earl Jonas, production man- 


| Brandt, 


RANKS #1 
ROM PTI 


ager at John Sutherland, has been 
appointed to the same post at UPA; 
others joining the company are Carl 
composer; directors Vic 
Habousch, John Walker, Steve Clark, 
Ken O’Brien and William Perez, and 
animation specialists Weiss, 
Gordon Ipsen, Gloria Wood 
Thelma Witmer. 

Animation, Inc., has filed charges 


Sam 
and 


asserting Cartoonists Local 839 of 
IATSE violated the Landrum-Griffith 
Labor Act by bringing pressure on 
UPA Pictures, Inc., thus allegedly 
torpedoing a sub-contracting deal be- 
tween UPA and Animation. 

Productions has 
appointed Alex Lovy as associate 


Hanna-Barbera 


producer on all H-B properties. . . . 
New York, Robert Kahn 


joined Pictafilm, Inc., as an account 


In has 
executive and producer. The appoint- 
ment is said to be the first of several 
expansion moves. Mr. Kahn was di- 
rector of program clearance with 
CBS-TV for the past five years and 


| has several film production credits, 


including the award-winning Coney 
Island USA. . . . Michael Nebbie has 
joined Elliot, Unger & Elliot as a 
director of photography. For the past 
10 years Mr. Nebbie worked in New 
York as a freelance camera director. 

William J. McCauley has been 
named sales account executive for 
Videotape Center. With NBC-TV for 


the past nine years in various pro- 


gram, business and sales posts, Mr. | 


McCauley was most recently sales- 


man-producer and special-projects co- | 
ordinator for NBC TeleSales. . . . | 
| Paul Kim and Lew Gifford are in | 


| business again under the corporate | 


name of Paul Kim & Lew Gifford. 
As reported earlier, neither principal 


is associated with Gifford-Kim Pro. 
ductions, Inc. Messrs. Kim and Gif- 
ford are located at 342 Madison Ave., 
New York. Phone number is Yukon 


by Lars Calonius Productions were 
selected as outstanding productions 
of the year for presentation at the 
London Film Festival. 


SALES... 

Independent Corp.’s 
Best of the Post series has attracted 
a large number of public-utilities 
sponsors. These include Pacific Gas 
and Electric Co., which bought a re- 


Television 


gional spread encompassing San 
Francisco, Bakersfield, Chico-Red- 
ding, San Luis Obispo, Salinas- 


Monterey, Eureka and Fresno; Cali- 
fornia-Oregon Power Co., for markets 
in Oregon; Idaho Power Co., for 
Boise; Iowa Power Co., for Cedar 
Rapids-Waterloo, and the Niagara 
Mohawk Power Co., for Buffalo. In 
its first three weeks of selling, reports 
Alvin Unger, ITC’s vice president in 
charge of syndication, Best of the 
Post has been sold in 78 per cent of 
the top 50 markets. 

Case of the Dangerous Robin, new 
Ziv-UA series, has been sold in 97 
markets. Recent regional advertisers 
include John LaBatt, Ltd., for three 
markets — Buffalo, Watertown and 
Detroit — and Max Factor Co., which 
ordered the series for Honolulu. . . . 
Ziv-UA’s Lock Up picked up its 24th 
renewal from a food establishment— 
McKenzie’s Pastry Shoppes in New 
Orleans. . . . J Another 13 stations 
have purchased California National 
Productions’ Flight. 

MCA TV’s Dr. Secret 
Journal has been purchased by wnsc- 
tv New York and another 14 stations 
for across-the-board daytime strip- 
ping. A total of 78 half-hours are 
available for daytime stripping pur- 
Greatest Headlines of the 


Hudson's 





Animal Talent Scouts Inc. 
COME MEET US 
AND BE SURE OF THE 
ANIMALS YOU USE 








331 W. 18 St, WY.C, 11, CH 3-2700 
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Century, distributed by Official Flms, 
has been sold in 40 markets. . . . 
Heritage Productions’ Golf Tip of 
the Day has been sold in more than 





20 markets. Recent station sales in- 
clude the following: wGNn-Tv Chicago; 
WHDH-TV WMAR-TV_ Balti- 
more; WKRC-TV Cincinnati; KPRC-TV 
Houston; CKLW Detroit, and KPLR-TV 


St. Louis. 


Boston; 


Film Commercials 


ELEKTRA FILM 
PRODUCTIONS, INC. 


Completed: Shell Oil Co. (oil), JWT; 
Modern Broadcasting Co. (WABC-TV 
promos), direct; Dutch Masters Cigar Co. 
(cigars), EWR&R; Johnson & Johnson 
(Band-Aid), Y&R; General Mills (show 
opening), BBDO; Boyle-Midway (Antrol 
spray), JWT; Spinney Mfg. Co. (Formula 
409) Adco; R. H. Donnelley & Co. (Yellow 
Pages), Spitzer & Mills; California Oi] Co. 
BBDO: General Mills (Kix), 
D-F-S; Fawcett Publications (True), di- 
rect; American Safety Razor Co. (Gem 
razors), K&E. 

In production: Quaker Oats Co. (Puss ’n 
Boots), Spitzer & Mills; Humble Oil & 
Refining Co. (gas), M-E; Filene’s (de- 
partment store), Wesley; General Motors, 
Oldsmobile Div. (cars), Brothers; Sandura 
Co. (Sandran), Hicks & Greist; U. S. Steel 
Corp. (institutional), BBDO; Brillo Mfg. 
Co. (soap pads), JWT; Quaker Oats Co. 
(Muffets), Spitzer & Mills. 


RAY FAVATA 
PRODUCTIONS, INC. 


Completed: Hygrade Food Products Corp. 
(frankfurters), JWT; National Ass’n of 
Insurance Agents (insurance), Doremus; 
Piel Bros. (beer, Fresh Air Fund), Y&R; 
National Biscuit Co. (Millbrook bread), 
M-E; U. S. Census Bureau (census), Mel- 
drum & Fewsmith; General Mills, Inc. 
(Jets), D-F-S; General Foods Corp. (Sugar 
Crisps), B&B. 

In production: U. S. Army (reserves), 
D-F-S; Rexall, Inc. (drugs), BBDO; Gen- 
eral Motors Corp. (Frigidaire), D-F-S; 
Heublein, Inc. (Andersen soups), FRC&H. 


FILMACK CORP. 
Completed: Civic Association (Downtown 


Days), Nathan Wise; State of Montana 
(state fair), Wendt; WHBF-TV Rock Is- 


(gas), 


Its time to roll up your sleeve... 


£ 
LOOD 







Sz 


i oeeneeteeieeeneeieananee 
CALL YOUR RED CROSS TODAY! 


NATIONAL BLOOD PROGRAM 





land 
(Lemonade, Kold Kup Orange), R. Jack 


(golf guide), direct; Wyler, Inc. | 
Scott; Cotton Club Co. (ginger ale), 
Lustig; Coast Dairy Foods (dairy prod- | 
ucts), Seeber; American Bakeries (Taystee 
mechanical man), Y&R; Libby Furniture 
(furniture), R. Jack Scott; Costello Dairy 
Products (ice cream), Batz-Hodgson- 
Neuwoehner. 

In production: Hamilton Co. (laundry 
equipment), Kramer-Krasselt; Reliable In- 
surance Co. (insurance), Batz-Hodgson- 
Neuwoehner; American Red Cross (public 
service), direct; Congoleum-Nairn, Inc. 
(floor covering), KM&J; Griffin Wheel Co. 
(pressure pouring), direct; Thor Power 
Tools (publicity report), direct; Frito Co. 
(Fritos), D-F-S; American Hearth Fire- 
place (fireplaces), Wright, Campbell, Suitt. 


FORMAT FILMS, INC. 


In production: International Shoe Co. 
(Poll-Parrot, Red Goose), Krupnick; Carl- 


ing Brewing Co. (Stag beer), Weiss; 
Standard Oil Co. of Indiana (gas), 


D'Arcy; J. A. Folger Co. (coffee), FRC&H; 
General Time Corp. (Westclox), BBDO; 
Max Factor Co. (toiletries), Carson/Rob- 
erts. 


GRAY & O’REILLY 


In production: General Foods Corp. 
(Jell-O), Y&R; General Cigar Co. (White 
Owl), Y&R: Roman Products Co. (frozen 
foods), Smith-Greenland; Remington-Rand 
Co. (shavers), Y&R: Block Drug Co. 
(Nytol), SSC&B; Block Drug Co. (Omega 
Oil), Gumbinner; Cities Service Co. (gas), 
Ellington; Minute Maid Corp. (Snow 
Crop), KHCC&A. 


IMAGINATION, INC. 

Completed: Pacific Sales Co. (Fruitstik), 
Dawson & Turner; Kilpatrick’s Bakeries 
(bread), Reinhardt; Lucky Lager Brew- 
ing Co. (beer), M-E; Pacific Telephone 
(index), BBDO. 

In production; Kilpatrick's Bakeries 
(bread), Reinhardt; Pixie Products (On 


Guard), Nor-Cal; Ortho (Isotox), M-E; 
Sunlite Bakeries (bread), BBDO; Stand- 
ard Oil Co. (oil), BBDO. 

KEITZ & HERNDON 

In production: Campbell-Taggart Assoc. 


Bakeries (Rainbo-Colonial bread), Bel- 
Art; Lone Star Gas Co. (gas service), 
EWR&R; Midland Bank & Trust Co. 


(banking service), direct; Humble Oil 





Co. (gas, oil), M-E; Continental Oil Co. 
(gas), direct. 


PANTOMIME PICTURES, INC. 


Completed: Los Angeles Times (circula- 
tion), D&C; Massey-Ferguson, Inc. (trac- 
tors), NL&B; Iowa-Des Moines National 
Bank (bank service), C-M; State Farm 
Insurance Co. (auto insurance), NL&B. 

In production: S. C. Johnson Co. (Stride 
Wax), NL&B; Skelly Oil Co. (gas), 


Brewer. 


RAY PATIN PRODUCTIONS 


Completed: Pacific Telephone Co. (phone 
service), BBDO; Langendorf United Bak- 
eries (bread), Y&R; General Foods Corp. 
(Jell-O), Y&R; Paper-Mate Pen Co. 
(pens), FC&B; General Foods Corp., Per- 
kins Div (Kool-Aid), FC&B; Common- 
wealth Edison Co. (power), Burnett; 
Joseph Schlitz Brewing Co. (beer), JWT; 
Kellogg Co. (Sugar Smacks), Burnett; 
Pillsbury Co. (cake mixes), Burnett. 
In production: General Mills (cereals), | 
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television ... in 
Lexington, means WKYT, an 
island CBS station with the 
only effective CBS coverage 
in Central Kentucky. 


Realistic rates enable ad- 
vertisers to effectively cover 
this expanding market, to 
sell most economically 
through the proven tele- 
vision medium. 


Aggressive local advertisers 
prefer—and get more for 
their advertising dollars on 


WKYT. 


WKYT 
Channei 27 
CBS in Lexington, Kentucky 


Sales Representative: 
The Young Television Corp. 
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D-F-S; Campbell Soup Co. (Beans & 
Franks), NL&B; General Foods Corp. 
(Jell-O), Y&R; Associates Investment Co. 
(loans), FC&B; Quaker Oats Co. (Flako), 
Frank; Western Oil & Fuel Co. (gas, oil), 
Forney; Campbell Soup Co. (Franco- 
American spaghetti), Burnett; Procter & 
Gamble (Mr. Clean), Tatham-Laird. 


PELICAN FILMS, INC. 


Completed: General Foods Corp. (Birds- 
eve, Jell-O products), Y&R; Piel Brothers 
(beer), Y&R; Cities Service Co. (gas), 
Ellington; Jackson Brewing Corp. (beer), 
DCS&S; Anheuser-Busch Brewing Co. (Bud- 
weiser), Gardner. 

In production: Jackson Brewing Co. 
(beer), DCS&S; British-American Petro- 
leum Corp. (B-A oil), Lovick; Quaker 
City Candy Co. (Good ’n Plenty), Bauer 
& Tripp; Union Carbide Corp. (Prestone, 
Eveready), Esty; Brioschi Co. (Brioschi), 
Ellington; Drackett Co. (Vanish), Y&R; 
Nestle Co. (Nescafe), Esty; United Fruit 
Co. (Chiquita Banana), BBDO; Caltex, 
Inc. (Caltex), direct; Pharma-Craft Labs. 
(Coldene tablets), P-K-L; Singer Sewing 
Machine Co. (sewing machines), Y&R: 
Cities Service Co. (gas), Ellington; Piel 
Bros. (beer), Y&R; National Sugar Re- 
fining Co. (Jack Frost sugar), Y&R; 
U. S. Steel Corp. (institutional), BBDO. 


PINTOFF PRODUCTIONS 
Completed: Ward Baking Co. (Tip Top 
Lucky Cakes), Grey; Esso Standard Oil Co. 
(Esso Extra gas), M-E; Nestle Co. (Zip), 
M-E; Helene Curtis Industries (hair prod- 
ucts), Screen Gems; U. S. Steel Corp. 
(steel), BBDO; General Electric Co. 
(vacuums), Y&R; Isodine Pharmacal Co. 
(gargle), Reach-McClinton; Texaco, Inc. 
(Texaco gas), C&W; Aluminum Co. of 
America (Alcoa), F&S&R; Reynolds Met- 
als Co. (aluminum), Frank; Pintoff Pro- 
ductions (The Interview), direct. 

In production: S. C. Johnson & Son 
(Glade). B&B; Little Crow Milling Co. 
(Coco-Wheat), Weiss; Quaker Oats Co. 
(Frescavena), Nat'l. Export; E. I. de Ne- 
mours & Co. (Telar), BBDO; American 
Broadcasting Co. (fight promotionals), di- 
rect; Proctor-Silex Co. (appliances), Weiss 
& Geller; Singer Sewing Machine Co. 
(sewing machines), Y&R; Taylor-Reed 
Co. (Coco-Marsh), Hicks & Greist; Charles 
Pfizer & Co. (Visine), Ted Gotthelf; Amer- 
ican Bakeries Co. (Taystee bread), Y&R: 
American Oil Co. (Amoco gas), Katz; 
Pintoff Productions (The Shoes), direct. 


BILL STURM STUDIOS, INC. 
Completed: Kings Wine Co. (Tiger Rose), 
Wermen & Schorr; Ruppert Brewing Co. 
(beer), NC&K; Vick Chemical Co. (pub- 
lic service), Morse; Chevrolet Div. GM 
(cars), Campbell-Ewald; Sweets Co. of 
America (ice cream), direct; Corn Prod- 
ucts Co. (Bosco), D&C; Milton Bradley 
Co. (games), Noyes: Blatz Brewing Co. 
(beer), K&E. 

In production: Howard Johnson, Inc. 
(restaurant), Ayer; Bemco Dealers (mat- 
tresses), Elkman; Delco Div. GM (hbat- 
teries), Campbell-Ewald; Blumenthal Bros. 
Co. (Goobers), Wermen & Schorr; Molson 
Brewing Co. (beer), MacLaren; Blatz 
Brewing Co. (beer), K&E; New York 
Telephone Co. (phone), BBDO; Reynolds 
Metals Co. (aluminum), L&N; Speidel, 
Inc. (watch bands), NC&K; Scripto, Inc. 
(pens), D&C; Texaco, Inc. (gas), C&W: 
Ortleib Brewers (beer), Lewis & Gilman: 
Bayuk Cigar Co. (Phillies), Wermen & 
Schorr; J. Armstrong Co. (Hudepohl 
beer), direct. 
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Rank Program 


2—Border Patrol 
3—Coronado 9 

4— Whirlybirds 
5—This Man Dawson 
6—Not For Hire 


}—Four Just Men 


10—State Trooper 


1—Mike Hammer 
2—Johnny Midnight 


4—San Francisco Beat 
5—N. Y. Confidential 
6—Official Detective 


7—Mr. District Attorney 
9—Sherlock Holmes 
10—Badge 714 


1—Death Valley Days 
2—Shotgun Slade 
3—U.S. Marshal 
4—Trackdown 
5—Man Without a Gun 
6—Brave Stallion 
7—Sheriff of Cochise 


L0—Union Pacific 
Pulse Top 10 Mise. 


1—Huckleberry Hound |Screen Gems 
2—Quick Draw McGraw | Screen Gems 


4—Woody Woodpecker 
5—Bugs Bunny 
6—Bozo the Clown 
7—Science Fiction 


8—Little Rascals 
9—Home Run Derby 
10—I Search for 





Pulse Top 10 Adventure Shows for June 


National | Viewers Per 100 Homes 













Wat'd Tuned In 
Distributor | Average yen Women Teens Children 

16.5 94 15 32 
15.4 88 17 43 
9.5 95 17 39 
93 |64 6 £17 87 
8.9 7 85 16 53 
8.7 93 15 19 
8.5 8: 16 52 
8.4 84 16 54 
8.4 7 18 79 
8.1 84 15 31 

Pulse Top 10 Mystery Shows for June 
12.0 87 12 18 
11.0 9% 13 8 
9.6 92 15 31 
9.3 9] 16 27 
9.1 85 16 24 
7.0 89 13 15 
5.9 93 16 53 
5.9 68 15 77 
4.9 62 1] 56 
8 9 16 53 

Pulse Top 10 Western Shows for June 
12.5 79 16 67 
11.0 81 13 62 
9.5 85 1] 9 
9.3 75 8 68 
9.0 89 = «16 22 
8.: 5816 89 
7.6 77 17 68 
7.1 43 13 93 
6.7 46 15 95 
5.3 74 16 72 

Shows for June 

13.8 M33... 2 
11.6 56 16 111 
10.9 37 17 115 
10.0 57 15 106 
9.4 52 15 109 
8.7 4] 16 112 
6.9 86 8 59 
6.7 61 17 101 
6.5 56 16 38 
5.8 61 16 67 











ECHO POTENTIAL. The spaceman- 
ship feats of both the United States 
and the Soviet Union have projected 
the electronic-tv industry back into 
the investment spotlight—not that 
they wandered away from it for any 
considerable period. Most significant 
for the television industry was the 
U.S. success with satellite Echo 1, 
the 10-story balloon with an alumi- 
num coating that reflects radiomag- 
netic waves of frequencies up to 
20,000 megacycles. 

The most immediate use of Echo- 
type satellites is in the communica- 
tions field, where it would be possi- 
ble, with a string of Echoes, to create 
a broad-band communications system 
that would be suitable for transmit- 
ting radio, telephone and television 
signals. This brings to three the num- 
ber of methods advanced by which 
various forms of simultaneous inter- 
national television would be a possi- 
bility. The other methods involve 
creating sufficiently strong signals 
from conventional transmitters, and 
using picture-transmitting — satellites 
such as Tiros 1. 

The capsule recovery staged by the 
Air Force was not only an effort 
involving telemetering devices and 
other electronic gadgetry but also 
was intended to advance the tech- 
nology of the picture-sending Tiros. 


ADDED IMPETUS. These accom- 
plishments give impetus to the ac- 
tivity of the whole industry, and it 
is safe to assume that fresh impetus 
will be given to the whole electronic 
effort from the standpoint both of 
defense and of practical industrial 
application of these feats. 

It’s noted that the electronics in- 
dustry was growing at a rate triple 
that of the national economy even 
prior to these newest developments. 
How much investor confidence there 
is in the future of this area of invest- 
ment can be judged from the market 
activity of a stock not normally con- 
sidered to be in the electronics group 


but which is involved to an unreal- 
ized extent—Lockheed Aircraft. 


Wall Street Report 








Lockheed took a stiff jolt in its 
financial purse when it was forced 
to spend $24.5 million to correct 
structural defects in its turbo-prop 
Electras. It also was hit by a Gov- 
ernment disallowance on defense con- 
tracts to the tune of $12 million. 
Lockheed consequently suffered a loss 
of $55 million in the first half of 
1960. : 

These developments knocked Lock- 
heed’s common on the Big Board 
down to 1854 from a high of 32%. 
Yet in the past month Lockheed was 
connected with a series of spectacular 
a Lockheed 


Agena-Discoverer satellite that was 


developments. It was 


used in the recovery of the space 
capsule by the Air Force. Lockheed 
is also the key contractor for the 
Midas satellite and for the still-de- 
veloping Samos system of global sur- 
veillance. It is also the main producer 
of the Polaris missile and has been 
tabbed to make the prime studies on 
the possibility of a nuclear rocket, 
along with the Martin Co. 


LOCKHEED LESSON. As of the end 
of last month, Lockheed, after one 
of the heaviest financial reverses in 
its history, saw its common shares 
selling for 2714 and climbing rapidly. 

The lesson of Lockheed is im- 
portant for investors in the tv-elec- 
tronics industry to keep in mind 
during this formative stage of the 
period of research and development. 
























Shak: 


ee ee 


The reason to keep the Lockheed 


experience in mind is that the elec- 
tronics industry as a group in the 
1960-1970 decade will mature, and 
more and more of the companies will 
run into reverses. There are so many 
projects in the works that call for 
huge expenditures of money and 
large work forces that they seem to 
be almost permanent in character. 
Yet by the very nature of the experi- 
mental approach some of them will 
wash out. 

A major setback such as was in- 
volved in the structural defects of 
the Electras looms as a_ possible 
threat to every manufacturer in the 
field. Some with established positions 


and a wide line of products such as 








Weigh 
the facts! 





WASHINGTON _ 


ATLANTA 





Blackbuen & Company 


RADIO - TV - NEWSPAPER BROKERS 


In appraisals, the 
combined experience 
of the staff at Black- 
burn & Company is 
measured in cen- 
i turies—not years. For 
P %& appraisals, contact: 


CHICAGO — BEVERLY HILLS 
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ANOTHER TOP NAME IN THE 
BIG J.ARTHUR RANK PACKAGE 
OF POST 50 HITS MADE FOR 
AMERICA TO ENJOY (121NFULL 
COLOR).GETFULL DETAILS ON 
THE “BUY” THAT RANKS=| 


RANKS =1 FOR BIG NAMES 
RANKS =1 FOR CURRENT HITS 
RANKS =1 FOR FULL COLOR 
RANKS =1 FOR SALES IMPACT 


FOR FULL DETAILS, CONTACT: 


MICHAEL M SILLERMAN.EXEC-VP 
PROGRAMS: FOR TELEVISION. INC. pti 
1150 6TH AVE.,N. ¥.36 YU 6-3650 
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} even get 


| tremendous. 


| the greatest 


Radio 


America or the like can weather a 


General Electric, 


Corp. of 
setback or two. Younger firms can 
take advantage of tax write-offs if 
they have other products that are 


yromising. Tax write-offs permit the 
| 8 


| company to charge the costs of the 
flop against current expenses and 


a refund from taxes on 
profits in the three preceding years 


| or also against any future profits in 


| the succeeding five years. 


Further, 
talent 


if a company’s pool of 
and know-how is sufficiently 


| skilled, the Government may step in 


at the critical moment and award it 
a contract that, in effect, gives it a 
second chance to establish itself as a 
financially sound venture. Finally, of 
course, it may merge. 


There is great glamor in the elec- 


| tronic stocks, but the skilled investor 


risk is 
The stocks tied in with 
the Government defense efforts have 
Those 


linked to industrial use of electronics 


will keep in mind that the 


safety margin. 


computer, et al.—are next in prom- 
ise, with those linked directly to the 
public—exclusive of tv broadcasting 
the greatest risk. 


inton J. “Tony” Moe, former vice 


president and general manager of 
Kso Des Moines, has been named ex- 
ecutive vice president of WKOW-TV-AM 


Vadison, 


Larry Bentson, president of Midcon- 


it has been announced by 


which re- 
cently acquired the stations. Mr. Moe 
has been with Kso since 1958 and be- 


tinent Broadcasting Co., 


fore that was promotion manager of 
KELO Sioux Falls and was for 10 
years associated with CBS as sales 
promotion manager with wcco Min- 
neapolis and the Pacific Network as 
well as with CBS-TV Sales. At the 
same time Frank McGivern, former 
agency man and executive with WLOL 
Vinneapolis, has been named general 
manager of KSO. 


TelevisionAge 


reaches more 


agency executives 


than any publication 
in the field 
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Television Age Network Program Chart—Nighttime 
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Notes: Whe 
six 
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AE 
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Bourbon St. Beat ABC M 8:30 
Alberto-Culver, Reynolds, Brown 
& Wmsn, Polk Miller, Gen. Foods 
Bronco ABC Alt Tu 7:30 
Brown & Williamson, Carnation, 
DuPont, Chevrolet, Polk Miller, 

















Dick Clark Show ABC Sat 7:30 
Donna Reed ABC Th 8 

The Ed Sullivan Show CBS Sun 8 
Expedition ABC Tu 7 

Eyewitness to History CRS F 10:30 
Father Knows Best CBS M 8:30 














Hitchcock Presents NBC Tu 
Hotel de Paree CBS F 8:30 
I've Got A Secret CBS W 9:30 
Jackpot Bowling NRC M 10:30 
John Daly & News ABC M, Tu-Fr 


7:15 


8:30 





Tu 8:30 
Markham CBS Th 9:30 
Matty’s Funday Funnies ABC F 7:50 
Kaiser, Drackett, Noxema 
Maverick ABC Sun 7:30 








PM MONDAY TUESDAY WEDNESDAY THURSDAY : 
¢: ABC CBS NBC ABC CBs NBC ABC ces NBC ABC ces NBC 
6:15 | 
6:30 a Ee es om = _— —- 
| 
} 
" | ee ee 
6:45 | N Texaco, News Texaco, News Texaco, News | Texaco, 
Amer. Home | Huntley- Amer. Home | Huntley- | Amer. Home Huntley- P. Morris Huntley- 
7 | Brinkley Philip Morris | Brinkley } alt Brinkley Brinkley 
300 |- a , a: tet deem ay a “Report 7 Carter Report 
Expedition 
7:15 | | Ralston | A ——— 
t. 9/26 | | 
Johe Daly iene at. 9/20 oun John Daly | News John Daly News 
ows | News News 
738 |—— a } i | 
To Tell the 
Truth Wagon Train Gonstward 
| ° | 5 o! : 
7: R. J. Remnolds | Riverboat nen Sop = Ralston The Witness 
st. 9/26 eines | Ford 7-Up st. 9/29 
| The st. 9/28 st. 9/27 
8:00 |—cheyenne | anaes Anuaneute Sutier 
Pete & Gladys :; P a 
8:15 Carnetion The Rifleman — Donna Reed 
7 Goodyear > P&G * | Snow 
st. 9/19 St. 9/27 Campbell Soup 
| J. & J. 
"30 Ses ee } | 
8:3 | Wanted—Dead 
Father Knows Tales of The Many Hitchcock Ozzie & or Alive The Price Is Bat M 
8:45 Bourbon St. | © Best | Wells Fargo Wyatt Earp Loves of Presents Harriet Brown and Right Johnny Ringe — See 
. Beat + Lever Am. Tobacco P&G Dobie Gillis Ford Eastman- Williamson ae Fee | S.C. Johnson | Hills Rros 
Scott alt Gen. Mills Pillsbury st. 9/27 Kodak alt Kimberly I P&G P. Lorillard st. 9/29 
9:00 st. 9/5 Philip Morris Quaker Clark s 
3 eS ee Ee a } = , 
The 
Tom Ewell Bachelor 
§ Celebrity cy Show Thriller "Calente- ; _ "ees Zane Grey ~~ 
9:15 Talent Scouts | Bristol-Myers | Quaker Oats — | aieiiies Kraft Paes Theste Am yom 
ee alt ro alt Singer st. 9/29 S. C. Johnson | 4m. Tobacco 
R. J. Reynolds st. 9/27 | Sewing Mach. st. 9/29 
330 nt ee | | | 9/26 
Spike Jones am Red Skelton I've Got A Happy Tennessee 
9:45 Show alt . on | Secret Kraft The Markham Ernie Ford 
Gen. Foods Singer . R. J. Reynolds Untouchables Seb st. 9/29 
st. 9/26 alt Bristol- Renault 
10:00 | Myers 
Paradise Hennesey — o . 
P. Lorillard wye jeatre . This ts Your erson to 
10:15 Sig certs Alberto-Culver |Aleoa Presents NBC Specials Armstrong Life Person Guinea te 
st. 9/26 alt Am. Gas Alcoa st. 9/20 | Circle Theatre (repeats) TRA vo —— 
st. 9/19 — Wednesday - P&G st. 9/29 st. 9/22 
10:30 — i — 1—$seeeer Might Flatt roe nd. ea 
st. 9/ 7* ‘eople Are 
Ted Mack & | /*™ muvee | Jacket pills Brown & Hour he nit ies 
/ 10:45 The Original Dupont \Bayuk 2/3 wkly = U. 6. (repeats) Silents Show 
Amateur Hour | wy. 9/14 Brunswick Glenbrook Please Dupont 
oun TRA Balke alt st. 9/29 
ane |—— st. 9/19 } | mb —_ 
iS 
~ 
Nighttime Index Hal-Gar Fury NBC Sun 6:30 Johnny Ringo CBS Th 8:30 Meet the Pres: 
9 Celebrity Talent Scouts CBS M 9 G. E. Theatre CBS Sun 9 Johnny Staccato ABC Sun 10:30 Michael Shane 
Adventures In Paradise ABC M 9:30 Checkmate CBS Sat 8:30 Garry Moore Show CBS Tu 10 Jubilee U.S.A. ABC Sat 10 DuPont, ¢ 
Armour, Reynolds, Maxwell Brown & Williamson, Lever, Kim- Plymouth, Polaroid, S. C. Johnson Massey-Ferguson, Polk Miller Glass 
House, Chevrolet, L&M berly-Clark Groucho Marx NBC Th 10 June Allyson Show (BS Th 10:30 The Millionair 
The Alaskans ABC Sun 9:30 Chevy Show NBC Sun 9 Lorillard, Toni, Gold Seal Kraft Music Hall NBC W 9 Mr, Lucky CB 
Armour, L&M, Chevrolet, Gen. Cheyenne ABC M 7:30 Guestward Ho! ABC Th 7:30 Laramie NBC Tu 7:30 My Three Son 
Foods, Polk Miller H. F. Ritchie, P&G, Ralston. Gunsmoke CBS Sat 10 Colgate, Pitt Plate Glass, Pec W 7:30 
Alcoa Presents ABC Tu 10 J&I, Amer. Chicle, Union Carbide Happy NBC W 9:30 stone, Pan Am. Coffee National Velve 
Alfred Hitchcock Presents CBS Sun Colt .45 ABC Tu 9:30 Harrigan & Son ABC F 8 Lassie CBS Sun 7 NBC Specials | 
Dan Raven NBC F 7:30 Have Gun, Will Travel CBS Sat 9:30 Lawman ABC Sun 8:30 New Comedy § 
Armstrong Circle Theatre CBS W 10 Dow Chemical, Colgate, Van Hawaiian Eye ABC W 9 The Lawrence Welk Show ABC Sat 9 News CBS M- 
Bachelor Father NBC Th 9 Heusen, Studebaker, Pan Am. Carter, Whitehall, Amer, Chicle, Leave it To Beaver ABC Sat 3:30 Whitehall. 
Barbara Stanwyck Theatre NBC M 10 Coffee Ritchie, P&G Loretta Young Show NBC Sun 10 OH Those Bel 
Bat Masterson NBC Th 8:30 Dante NBC M 9:30 Hennesey CBS M 10 Love & Marriage NBC M 8 Outlaws NERC 
Black Saddle ABC F 10:30 December Bride CBS F 9:30 High Road ABC Sat 8 Lucy in Conn. CBS Sun 10 E. I. Depot 
Carters, Chevrolet, Alberto-Culver Dennis the Menace CBS Sun 7:30 Hong Kong ABC W 7:30 Man From Interpol NBC Sat 10:30 Lam., Pan 
Bonanza NBC Sat 7:30 The Deputy NBC Sat 9 Kaiser, Armour, Derby, Scripto The Many Loves of Dobie Gillis CES Colgate 


Ozzie & Harri 
Pecks Bad Gir 
People Are Fu 
Perry Mason 
Colgate, 





Notes: 





When participating programs and 


ABC: 9/4 Land of Promise 5-5:5 


other programs have more than two 
. Rames of sponsors appear with alphabetical listing below chart 


9/14 Football Kickoff 1960 7:30-2:20; 
9/20 Demecratic egg one Can — Speech ; 9/27 Cast the First Stone 





Speech. 





NBC: 9/3 Nightmare in Red 9:30-10:30; 9/5 Murder & the Android 


10-11; 9/9 Dow Hour of Great Mysteries 8: 30- 9: 
9-10; 9/27 Dow Hour of Great 


Hour 10-11. 





; 9/12 Net Se Long Ago 


Mysteries 10 i: 9/30 Bell Telephone 


CBS: 9/10 Summer Olympic Games 9; 9/12 Summer Olympic Games 
7:20; 9/30 Dupont Show of the Month 8:30-9:50. 














4 
to 





~ ‘Texaco, 


Huntley- 
Brinkley 
Report 


Bat Masterson 


Sealtest 


Hills Rros. 


st. 9/29 





Bachelor 


Father 


Am. Home 


alt 


Am. Tobacco 


st. 9/29 


Tennessee 
Ernie Ford 


st. 9/29 


Grouche Marx 


st. 9/22 


~~ Texaco. 





Meet the Press NBC Sun 6 
Michael Shane NBC F 10 
DuPont, 


Glass 
The Millionaire ©BS W 9 
Mr. Lucky CBS Sat 9 
My Three Sons ABC Th 9 
W 7:30 
National Velvet NBC § 
NBC Specials Tu 10 
New Comedy Showcase CBS M 10 
News CBS M-F 6:45; 7:15 
Whitehall. Philip Morris, Carter 
OH Those Bells CRS Sun 6 
Outlaws NEC 7 
E., I. Dupont, Studebaker, 
Lam., 
Colgate 
Ozzie & Harriet ABC W 8:30 
Pecks Bad Girl CBS Tu 8 
People Are Funny NBC W 10:30 
Perry Mason CBS Sat 7:30 
Colgate, 








Huntley- 
Brinkley _ a ie 
eport 


Dick Clark 
Show 
Beeoh-Nut 


x. 2s } Perry Mason 


High Road— 
John Gunther 
Ralston 


Leave It to st. 9/17 
Hotel de Paree The Westerner Beaver 
Warner Lam, Ralston 
st. 9/30 


Spocials 
Sell Telephone 
alt 
st. 9/30 
The 
Lawrence 
Welk 
Show Have Gun, 
Dodge Will Travel 
Lever 
Whitehall 
Gunsmoke 
| Liggett & 
Michael | Myers 
Shane | Remington 
st. 9/30 Rand 
Subitee T 
USA 
last 9/24 





Hamm Brewing 

Person to Person CBS Th 10 

Peter Gunn NBC M 9 

Pete & Gladys CBS M & 

Play Your Hunch NBC F 9 

The Price Is Right NBC W 8:30 

Project 20 NBC Sat 9:30 

Rawhide CBS F 7:30 
Wrigley, Nabisco, Mutual of 
Omaha, Philip Morris, Colgate 

Real McCoys ABC Th 8:30 

The Rebel ABC Sun 9 

Red Skelton CBS Tu 9:30 

Rifleman ABC Tu $8 

Riverboat NBC Mon 7:30 
Readers Digest, Gold Seal Wax, 
Block Drug, E. I. Dupont, P&G, 
Norwich Pharmical, Warner- 
Lam., Studebaker 

Rebert Taylor’s Detectives ABC F 10 

77 Sunset Strip ABC F 9 
Am Chicle, Whitehall, 
Ritchie, R. J. Reynolds, P&G 


Checkmate 


SUNDAY 
NBC NBC ABC ces NBC ABC ces NBC 
— 6:00 
| | OH Those | Meet the 
| | om | oe, | Ons 


Walt Disney 


Menace 
Best Foods 7:48 
alt Kellogg 
Bananza 
\ Maverick +... 8:00 
National 
Velvet sl 
Rexall 8:15 
The Ed alt Gen, Mills 
Sullivan Show | 
Colgate. 8:30 
Tall Man Palmolive 
Reynolds Fastman- Tab Hunter 
2/3 wkly Lawman Kodak Lorillard 8:45 


st. 9/10 R. J. Reynolds 
Whitehall 








Twentieth 
Century 
Prudential 


TBA 6:45 
st. 9/18 
| 
ap 7:00 
Presents Lassie |Shirley Temple 
Gen. Mills | Campbell RCA 7:18 
Derby Soup TBA 
st. 9/25 st. 9/25 


Dennis the 









Shirts 





Fury 
























2 EE al 
























alt Westclox 




























The Deputy 
Gen. Cigar G. E. Theatre 9:15 
2/3 wkly The Rebel General | 
Polaroid P&G Electric 
a, 9/36 — Chevy Show 9:30 
T 1 ~ Chevrolet . 
Alfred as. 17a 
Hitehcock 9:45 
Presents 
Bristol-Myers 
Project 20 last 9/25 
Cresent) —l Tig Atasians | | Coretta Voung | “O70@ 
‘ Show 
Lucy in Conn. Toni ” 
Lever alt Warner 10:15 
Lambert 
st. 9/25 
T — nnn ED 
This ts Your 
Life 
What's 
Man From Block alt 
Interpol Johnny My Line st, 9/25 10:45 
Sunbeam 
Glenbrock Staccato Kellogg | 
Alberto-Culver | | 
- Se 1:00 
| Sunday News 
Whitehall mis 





Shirley Temple NBC Sun 7 
Silents Please ABC Th 10:30 
Small World CBS Sun 6 

Specials NBC F 9:00 

Spike Jones Show CBS M 9:30 
Steve Canyon ABC Th 7:30 
Sunday News Special CBS Sun 11 
Tab Hunter NBC Sun 8:30 

Tales of Wells Fargo NBC M 8:30 
Tate NBC W 9 


Ted Mack Amateur Hour ABC M 10:30 


Tennessee Ernie NBC Th 9:30 


Texaco, Huntley-Brinkley Report NBC 
6:45 


Esquire 
The Aquanauts CBS W 7:30 


Carter, Lorillard, Vicks, Kellogg 


The Deputy NBC Sat 9 
The Flintstones ABC F 8:30 
The Witness CRS Th 7:30 


R. J. Reynolds, H. Curtis, Schick, 


Esquire 


Carter 












This Is Your Life NBC Sun 10:30 

Thriller NBC Tu 10:30 
Glenbrook, Am. ‘Tobacco, All 
State Ins., Dupont 

Tom Ewell Show CRS Tu 9 

To Tell the Truth CBS M 7:30 

Twentieth Century CBS Sun 6:30 

Twilight Zone CBS F 10 

U. S. Steel Hour CBS W 10 

The Untouchables ABC Th 9:30 
L&M, Armour, Carnation, Ritchie, 
Whitehall 

Video Village CBS F 9 

Wagon Train NBC W 7:30 

Walt Disney Presents ABC Sun 6 

Wanted—Dead or Alive CES W 8:30 

Wedresday Night Fights ABC W 10 

The Westerner NBC F 8:30 

What's My Line CBS Sun 10:30 

Wyatt Earp ABC Tu 8:30 

Zane Grey Theatre CBS Th 9 


10:30 


o, All 


30 
6:30 


30 
Ritchie, 


in 6 
W 8:30 
"we 


0:30 


You don't know what youre missing 'til you 
see the Series on RCAVICTOR COLOR T |! 








Exclusive: RCA Victor remote 
control! Changes channels, 
volume, adjusts color, even turns 
the set completely off! 


It’s the next best thing to being there! See 
all the excitement, all the color, in your 
own living room. You couldn’t be closer to 
the action if you sat in a box seat! From 
baseball to ballet new 1960 RCA Victor 
Color TV brings you the best in enter- 






Oy 
if Harranly 


AR Mee City a oe a 
eee 
~— 


tainment—at its best! The picture is amaz- 
ingly sharp and clear. Colors are beautiful 
and so easy to control. And the sets have 
never been so dependable, or so favor- 
ably priced! See your RCA Victor dealer 
—now! See what you’ve been missing! 





See the World Series in 
Living Color, sponsored 
by The Gillette Co. and 
General Motors Corp. 
Ask your RCA Victor 
dealer to install the 
Color TV of your choice! 


- 
; 


Color seven days a week,every Full year warranty on parts, 


week! These programs are typi- 


ment you'll see on Color TV! 


tubes! Covers everything in the 
cal of the variety of entertain- set, even the picture tube; ex- 
cluding labor. 


The Most Trusted Name 
in Television 


Tmk (s) ® RADIO CORPORATION OF AMERICA 
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MONDAY-FRIDAY SATURDAY SUNDAY PM 
CBS ABC cBS ABC 
1:30 
1:45 
2:00 
2:15 
2:30 
Dough-Re-Mi Heckle & os warty Lamp Unto 2:45 
Nabisco Jeckle Nabisco My Feet 
| Gen. Mills Baking —_- 
4 3:00 
| Video Village | 
Play Your . | 
. a Mighty Mouse! pug R | 
Williams Hench Playhouse | Led Look Up | 3:15 
Eastman Colgate- | Gem. Peete & Live | 
Kodak Palmolive sust 
3:30 
| Love Lucy | Price is _ Lone Fury i s 
| Right “ 3:45 
| e Gen. Mills Sweets Co. ( 
| jen. Foods 
} 4:06 
| Love Lucy Th 
Clear Horizons | Concentration Cireus Boy oe ree | 4:15 
| | Nestle ny | 
| | alt Miles | News | 
i & a ae 4:3C 
| 
of Restless Gun | Love of Life Lunch with | ™ 
12:15 part | 2 Truth Or Soupy Sales ‘— | | 4:45 
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Daytime Index 


About Faces ALC M-F 1 Johnson, Armour, Ex-Lax, A. E. Beech-Nut, Armour, Ex-Lax, Armour, Gen, Mills, Beech-Nut, 
Ponds, Hills Bros., S, C, John Staley, Whitehall, Lady Esther, Lever, Toni, Sterling Drug, Johnson & Johnson, Sterling 
son, Beech-Nut, Gen. Foods, Lever, S. C. Johnson, Knapp, Ponds, Lady Esther, Whitehall, Drug, Lever, Ponds, Staley, S. C 
Lever, Armour, Gen. Mills, Min Monarch, Gen. Foods Coty, Min. Maid, S, C, Johnson Johnson 


ute Maid, Sterling Drug, White 
hall 
Adventure Theatre NBC M-F 4:20 


Big League Baseball ABC Sat 4 
The Brighter Day CBS M-F 4 
Camera Three CBS Sun 11:30 


December Bride CES M-F 10 
Detective’s Diary NBC Sat 12:30 
Dough-Re-Mi NBC M-F 10 


The Guiding Light CBS M-F 12:45 
Heckle & Jeckle CBS Sat 10 
Here’s Hollywocd NBC M-F 4:30 





American Bandstand ABC M-F 4 
Armour, Beech-Nut, Polk Miller, 
Alberto-Culver, Positan. Gen. 
Mills, Welch, Toni, Northam War- 


ren, Vick, Lever, Hollywood 
Candy, Western Tablet, Alberto 
Culver 


As The World Turns CBS M-F 1:30 
Procter & Gamble, Carnation. 
Sterling, Pillsbury, Genera! Mills. 
General Mills, Nabisco, H. Curtis 

Baseball Game of the Week CBS Sat 2 

& Sun 2 

Beat the Clock ABC M-F 3 

Lever, Beech-Nut, Johnson & 


Captain Gallant ABC M 5:30 


Gen, 


CBS News CBS M-F 1 


Cireus Boy NBC Sat 
Clear Horizons CBS M-F 


Scott, 


Colgate, 


Eastman 
College News Conference ABC Sun 1 


11:30 
11:30 


Comedy Theatre NBC M-F 4 
Concentration NBC M-F 11:30 


Alberto-Culver, 


ter-Silex, Gen, 


Lever, 


Day In Court ABC M-F 2 


Johnson & Johnson, Gen, Foods, 


Kodak 


Frigidaire, 
Heinz, Miles, Nabisco, Whitehall, 
trown & Winson, Mennen, Proc- 
Mills 


Nabisco, Gold Seal, Procter-Silex 

The Edge of Night CBS M-F 4:30 
P&G, Sterling Drug, Pet Milk, 
Pillsbury, Nabisco, Armstrong, 
S. C. Johnson, H. Curtis, Amer- 
ican Home 

Face The Nation CI°S Sun 5:30 

From These Roots NBC M-F 3:30 
Plough, Dumas-Milner, Procter 
Silex, Gold Seal 

Frontiers of Faith NBC Sun 1:30 

Full Circle CBS M F 2 

Fury NBC Sat 11 

Gale Storm ABC M-F 2:30 


House Party CBS M-F 2:30 


Lever, Scott, Armstrong, Chicken 
of the Sea, Kellogg, Toni, Carna- 
tion, Pillsbury. Bauer & Black, 


Hoover, J. B. Williams 
Howdy Doody NBC Sat 10 


1 Love Lucy CBS M-F 11-11:30; Sat 


11:30-12 


Lever, Gerber, Kodak, U. S. Steel, 


Gen. Mills, Best Foods 


it Could Be You NBC M-F 12:30 
Alberto-Culver, 
Frigidaire, 


Whitehall, P&G, 
Brillo, Nabisco, Miles, 
Heinz 


MONDAY-FRIDAY SATURDAY SUNDAY 
ABC cBSs ABC cBs ABC NBC 
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Funnies 
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Cartoon Face The 
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secch-Nut, Jan Murray Show NBC M-F 2 Mr. Wizard NBC Sat 1 Frigidaire, Heinz, Alberto-Culver, Whitehall, Heinz, Frigidaire, 
Sterling Procter-Silex, Nabisco, Heinz, Al- My Friend Flicka ABC W 5:30 Miles Hartz 
ley, S. C. berto-Culver Gen. Mills, Kool Aid Restless Gun ALC M-F 12 Sat, 12:30 The Verdict Is Yours CRS M-F 3:30 
Jehns Hopkins File 7 ABC Sun 12 News CBS Sun 11:55 Lever, Hills Iros., J&J, Gen American Home Prods, jens 
F 12:45 Lamp Unto My Feet CBS Sun 10 : . Foods, Armour, S$ Johnson Toni, Sterling Drug, Scott, Stanc 
) The Lone Ranger ABC Sun 5:30 oe — oe oe Rin Tin Tin ALC F 5:30 ard Brands, Esso, H. Curtis, Gen 
> 4:30 The Lone Ranger CBS Sat 1) =e Gen, Mills, Kool Aid Mills, Drackett 
pe ate be Ricard dh Ene ang Eg hh Rocky and His Friends ABC Tu, Th UN in Action CBS Sun 11 
The Loretta Young Theatre NLC M-F Play Your Hunch NBC M-F 10: - Video Village CBS M-F 10:30 
3, Chicken 2:30 Sterling, Colgate, Brown & 5:30 ; ideo Village CBS } 2 
ai, Carma- “"Prigidaire, Heinz, Nestle, P&G Wmson, Whitehall, Miles, Heinz, Gen Mills, Kool Aid Who Do You Trust ABC M-F 3:30 
& Black, d Seal, Mls . Hartz, Coty Ruff & Reddy NBC Sat 10:30 Armour, Johnson & Johnson 


Gold Seal, Gen. Mills 

Love of Life CBS M-F 12 
American Home Prods, Lever, 
Gen, Mills, Best Foods 

Lunch with Soupy Sales AIC Sa: 12 


Queen For A Day ABC M 12:30 
Hartz, Gen. Mills, Ex-Lax, John- 
son & Johnson, Staley, Borden, 
Lever, Chesebrough-Ponds, Hills 


Saturday News CBS Sat 12 

Search For Tomcrrow CBS M-F 12:30 

The Secret Storm CBS M-F 4:15 
American Home Prods, Gen 


Cotr, Gen, Mills, Min. Maid 
Toni, Lever, Gen. Foods, Beech 
Nut, Ex-Lax, Staley, Whitehrll 
Ponds, Lady Esther, 8, C. John 


|. S. Steel, Matty’s Funday Funnies ARC Sun 5 3ros., Beech-Nut, Noxema, Min Mills, Scott son, Dow Corning a : 
S Mighty Mouse Playhouse CBS Bet ute Maid, Alberto-Culver, Sterling Sky King CBS Sat 12 World Championship Golf NIC Sun 5 
yr 12:30 Drug, Toni, Armour, Bon Ami, Young Dr. Malone NBC M-F 3 


rto-Culver, 
Frigidaire, 


10:30 
The Millionaire CBS M-F 3 
Colgate, Standard Brands, 
Drackett 


Gen, Foods, Coty, Dow Corning 
The Price Is Right NBC M-F 11 
Lever, Sterling Drug, Whitehall, 


True Story NBC Sat 12 


Truth Or Consequences NBC M-F 12 
Miles, P&G, Culver, Nabisco, 


Miles, Sterling, Heinz, Culver, 
Mennen, Br'n & W'mson, Plough, 
Jergens, Nabisco, Coty, P&G 








This Fall, Jack Paar and Shirley Temple join 
Dinah Shore, Perry Como and other big NBC stars 


on history's most colorful schedule. 






Over 1000 hours 
of color on NBC 
in 1960... 

20% more 

than in 1959 


Just look at this Fall schedule: 
Bell Telephone Hour 
9:00-10:00 PM alternate Fridays 
Bonanza 

7:30-8:30 PM Saturday 
Continental Classroom 
6:00-7:00 AM Monday thru Friday 
The Chery Show 

9:00-10:00 PM Sunday 

The Ford Show 

Starring Tennessee Ernie Ford, 
9:30-10:00 PM Thursday 

It Could Be You 

12:30-1:00 PM Monday-Friday 
Jack Paar Show 

11:15 PM-1:00 AM Monday-Thursday 
The Jan Murray Show 
2:00-2:30 PM Monday-Friday 
King Leonardo 

10:30-11:00 AM Saturday 

Meet the Press 

6:00-6:30 PM Sunday 

Perry Como’s Kraft Music Hall 
9:00-10:00 PM Wednesday 

Play Your Hunch 
10:30-11:00 AM Monday-Friday 
The Price Ia Right 
11:00-11:30 AM Monday-Friday 
8:30-9:00 PM Wednesday 

The Shari Lewis Show 
10:00-10:30 AM Saturday 

The Shirley Temple Show 
7:00-8:00 PM Sunday 

plus sports and specials including 
Astaire Time 

September 28 

The Dean Martin Show 
November 1 

The Donald O°Connor Show 
October 11 

Halimark Hall of Fame 
October 24—“Shangri-La” 
November 20—“Macbeth” 
December 16—“Golden Child” 
Pro Football Championship 
December 26 

Project 20—“The Coming of Christ” 
December 21 

U.S. Lawn Tennis Championship 
September 10-11 

World Series 

Starting October 5 

Schedule listed in N.Y. time 


NBC Television Network 











TELEVISION AGE 


A times the cause of spot television 
can be advanced by looking not 
only at spot’s own advantages but at 
the lack of certain benefits to be 
found in other media. This is not to 
imply that if spot has deficiencies, 
they can be compensated for by 
pointing out that newspapers, say, or 
magazines have similar deficiencies. 
Few salesmen succeed with a “me- 
too” attitude that states, “You bought 
print in my market; buy my tv sta- 
tion, too.” 

Nevertheless, developments in the 
network tv picture during the past 
few years deserve to be pointed out 
to a number of advertisers who might 
be using that medium for the wrong 
reasons. The primary change has 
been the move toward multiple spon- 
sorship of a single program. And, 
with the rise of groups of advertisers 
for each show, the networks have lost 
an important selling point of “spon- 
sor identification.” 

Headed by major corporations 
such as Du Pont, Hallmark, Ameri- 
can Tel and Tel and U. S. Steel, the 
list of clients fully sponsoring a 
series of programs either on a weekly 
or “infrequent special” basis num- 
bers only 29 for the fall season. 
From two to nine advertisers will 
split the cost of the great majority 
of network programs. Naturally, there 
are good and concrete reasons for 
the lack of solo sponsors: the high 
cost of network programs, and most 


September 5, 1960 


a review of 
current activity 
in national 
spot tv 


advertisers’ desire to reach a wide 
and unduplicated audience by using 
several different shows. 

Due to past associations, however, 
network programming is widely be- 
lieved to provide a measure of identi- 
fication not available by any other 
means. Let an advertiser buy a min- 
ute every other week on The Un- 
touchables or Wagon Train and his 
distributors are flooded with mailings 
talking of the company’s “sponsor- 
ship of this top-rated network pro- 
gram.” Of course, no mention is 
made of the fact that there are six 
other sponsors on the same program. 

The fallacy in such promotion is 
compounded by the fact that the last 
published major piece of research 
into the value of program advertising 
was conducted better than two years 





At Ted Bates & Co., Inc., Paul Rear- 
don is timebuyer on the Marx toy 
and Waterman-Bic pen accounts, 
among others. 





REPORT 


ago when multiple sponsorship was 
not nearly so prevalent as it is today. 
Studies by Schwerin and Starch at 
that time revealed commercials within 
programs had considerably higher 
recall scores than the same commer- 
cials used as spot announcements. 
The two-to-one advantage of the pro- 
gram commercials might be consid- 
erably less if surveyed today in the 
context of a Laramie or Cheyenne. 

The benefits of sponsor identifica- 
tion have always been intangible ones 
when any effect on sales is measured. 
But the promotion and goodwill gen- 
erated by personal appearances and 
sales-meeting addresses by a program 
personality are definite plusses, and 
these factors are perhaps more avail- 
able today to the spot advertiser 
(through use of syndicated shows) 
than the network sponsor. 

Program advertising and sponsor 
identification are certainly desirable, 
but the advertiser weighing a decision 
between spot and network should be 
made fully aware of all the real sell- 
ing points of each medium—and he 
should be aware of the theoretical 
or problematical points as well. 


ALLIANCE MANUFACTURING 
co. 

(Dancer-F itzgerald-Sample, Inc., 
Chicago) 

Starting about issue date, 23 scattered 
markets get new schedules on TENNA- 
ROTOR, with light frequencies (about one 
per week) of prime-time minutes running 
for 26 weeks. Barbara Loomis is the 


timebuyer. 


September 5, 1960, Television Age 49 





the 
SIX 
dynamic 


WLW 


stations 















reach 20 million 
peop/e in 9 states 


with entertainment, education, and 
public service unequalled by any 
broadcaster in the history of the 
industry. Our pride and our 
privilege! 


WLW RADIO 


38th year on the air, consistently ranks 
among the top 10 Radio Stations in 
America! 


WLW TELEVISION 


B&W TV pioneer and now COLOR 
TV leader in the Country! 


WLW-T WLW-D 


Television Television 
Cincinnati Dayton 
WLW-C WLW-!I 
Television Television 
Columbus Indianapolis 
WLW-A 
Television 
Atlanta 


So when buying Radio or TV time, 
call your WLW Representative. You'll 
be glad you did. 
Crosley Broadcasting Corporation 
a division of Aveo 
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AMERICAN BAKERIES, INC. 
(Young & Rubicam, Inc., Chicago) 


Having tested last year in Cleveland and 
Cincinnati with apparent good results, 
COOK BOOK cakes are moving into 19 
major markets with a 13-week buy that 
begins the middle of this month. Minute 
participations in kid shows, evening-noon- 
morning, will be used to reach both kids 
and mothers. Media director Dick Stevens 
is the contact. 


Agency Adds 


Ransom P. Dunnell, previously with Nor- 
man, Craig & Kummel, Inc., and Cunning- 
ham & Walsh, Inc., among others, was 
named vice president for tv-radio at Potts- 
Woodbury, Inc., Kansas City. 

Lloyd Burlingham joined Western Ad- 
vertising Agency as tv-radio director, bring- 
ing to the agency more than 20 years of 





MR, BURLINGHAM 


broadcast experience in the agriculture and 
farm-news fields. 

Edward J. Montagne rejoined William 
Esty Co. as a program consultant in the 
agency’s Hollywood office. He left Esty in 
1954 to work for CBS-TV as a film pro- 
ducer. 

In Boston, Andrew Halmay was named 
vice president and tv producer at the newly 





MR. HALMAY 


merged Sackel-Jackson agency, which han- 
dles the Lestoil account, among others. 

Donald Daigh, last with Henderson Ad- 
vertising Agency in Greenville, S. C., as 
tv-radio director and previously with Y&R, 
Esty and other agencies in New York, re- 
turned to Gotham as assistant tv-radio 
director at Lambert & Feasley, Inc. 
























Seow 
Media director Fran Oster at Dunay, 
Hirsch & Lewis, Inc., New York, 


places for Emenee Industries’ toys, 


Glamorene cleaners and others. 


AMERICAN SUGAR 
REFINING CO. 
(Ted Bates & Co., Inc., N.Y.) 


Buying activity was reported for the 
annual fall campaign for DOMINO sugar, 
noted here July 25 as forthcoming. 
Schedules of day and night minutes and 
20’s go into a large group of top markets, 
starting this month and running about 13 
weeks. Gerry Van Horsen is the timebuyer. 


BLUMENTHAL BROS. 
CHOCOLATE CoO. 

(Wermen & Schorr, Inc., 
Philadelphia) 

As noted here June 27, considerable 
expansion was planned for this candy- 
maker’s GOOBERS and RAISINETTES 
products over last year’s three-market 
(Philadelphia, Detroit, Charlotte) effort. 
Among the areas in which kid-show 
minutes start this month and next are New 
York, Cleveland, Cincinnati, Atlanta, 
Chicago, New Orleans, Louisville, Norfolk, 
Baltimore and Pittsburgh. Some 30 stations 
in all will be used in 21 markets. Liz 
Vosberg is the timebuyer. 


BRISTOL-MYERS CO. 

(Young & Rubicam, Inc., N.Y.) 
Buying was under way at press time fora 
second four-week push on SAL HEPATICA 
(an earlier drive was reported here 

Aug. 8) to begin in 50 markets about 
Sept. 19. Mostly night minutes in light 
frequencies are used. Gerdon Fahlend is 
the timebuyer. 


CARTER OIL CO. 
(McCann-Erickson, Inc., Chicago) 


With a four-week campaign to promote its 
ENCO brand of gas-oil winding up about 
issue date, this Humble Oil subsidiary 
reportedly was setting a renewal of the 
night minutes, 20’s and ID’s used. The new 
campaign might run longer in basically 
the same markets. Assistant media 
director Ruth Leach is the contact. 


CONTINENTAL ENTERPRISES, 
INC. 


(Smith/Greenland, Inc., N.Y.) 


As reported last May 30 in Tele-Scope, 
WHIZ aerosol-powered chocolate syrup 
has been testing via live-personality 
minutes in kid shows in Jacksonville and 
Cleveland. Renewals on the introductory 
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The Buyer Talks About .. . 
SYNDICATION SLIDE 


For years syndication has had its place in the sun. Filling the needs 
of, especially, the regional advertiser, market-by-market placement of 
film series has provided program identification and respectable ratings 
at a reasonable cost. For the last few seasons, however, announcements 
and participations have been nudging the program buy into the shade. 
The major reason is simple and obvious: it is becoming increasingly 
difficult to find half-hour availabilities in good time periods. 


Network option time has increased and has cut into the fringe-prime 


areas once reserved primarily for syndicated programming. Although ~ 


stations can free a few evening slots and offer them to buyers, too many 
refusals of network programming may lead to loss of affiliation. The 
station with more than one network affiliation is caught in a squeeze 
between the two and can rarely open up any time where network pro- 
gramming is offered. Also, the station needs a certain amount of time 
for its own spot carriers which provide one of the few ways of getting 
20’s and minutes into good periods and which are a high-profit item for 
the station. 


There is a great deal of criticism at present of the quality of the pro- 
grams available. This can be partially accounted for by the unwillingness 
of the advertisers to pay for programming which would be comparable 
in quality to network shows. Audiences are generally smaller in syndica- 
tion, and cost per thousand is a vitally important measurement. Natu- 
rally, there has also been a decline in new products available as packag- 
ers are hit by the diminishing market for their properties. 


Many regional sponsors are happy with syndication in principle but 
refrain from buying it because of the problems enumerated above. Those 
advertisers who do take the plunge present their buyers with a tremend- 
ously difficult job, especially if the companies are new to syndication. 


The trend is to longer buys in order to retain good time slots. It is 
not unknown for a company to contract for as long as three years. For 
the buyer trying to break in for the first time, there will seem to be no 
decent availabilities at all. The only way to do it is to work in gradually, 
taking what there is and getting on top of the waiting list when good 
time slots open up. Sponsors who have been in syndication for some 
time have much less difficulty getting good periods. Buying half-hours 
for the placement of film properties is a constant, continuing effort to 
better what you have. It requires the ability to see opportusfities and act 
on them with skill and alacrity. 


Even more complicated is the process of buying alternate week for a 
half-hour series. Stations have difficulty selling the other week as a spot 
carrier and dislike having time as precious as this in an undetermined 
state. Arrangements with other advertisers who want alternate weeks is 
probably the best way of coping, although a multiple-market alternate- 
week buy will invariably test the buyer’s ingenuity and experience to 
the fullest, as many different kinds of arrangements will have to be made. 


The efficacy of the syndicated series for certain advertisers is un- 
questioned; the obstacles encountered in buying it are numerous. To 
discount syndication would be throwing the baby out with the bath 
water, however, as it can be well worth the time and tribulation. 
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radio... in Columbus 
means WTVN—and a low 
cost-per-thousand. Prove to 
yourself that WTVN is the 
most attractively priced 
among all Columbus radio 
stations—offering more for 
each advertising dollar! 


Plus . . . the big bonus of 
localized programming de- 
signed to meet the interests 
and needs of the 27 county 
Greater Columbus Ohio 
market. 


fe) am iL oe) -1¢-1-1- ne) ME) el (oe 
third-largest market that 
counts — get the facts and 
buy WTVN, Columbus. 


WTVN 610 kc. 


Columbus, Ohio 


Sales Representative: 
The Katz Agency, Inc. 
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Lia a | ROCKFORD 


J. M. BAISCH 
Vice Pres. & Gen. Mgr 








the greater 
SAN FRANCISCO- 
OAKLAND , 
MARKET... 


buy 





23 COUNTY MARKET 
Population . . . 4,755,370 
Households . 
TV Homes . . . 1,386,867 
Retail Sales . $6,692,639,510 

Year ending July 1, 1959 


Represented by 


H-R TELEVISION, INC. 
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schedules will carry the test into December, 
and good results thus far are reported. 
Other markets are under consideration, 

but exact expansion plans are indefinite. 
Media director Les Towne is the contact. 


DERBY FOODS, INC. 
(McCann-Erickson, Inc., Chicago) 
With the PETER PAN schedule noted 


here Aug. 8 winding up in selected markets 
next week, word is that there is a 
possibility of a new campaign late this 
month or next. Day and evening 20’s 

would be placed as in the past, but perhaps 
with an expansion of markets. Don 

Amos is the contact. 


GENERAL MILLS, INC. 
(Knox Reeves Adv., Inc., 
Minneapolis) 

Coming out of test markets, new BETTY 
CROCKER scalloped and au gratin 
potatoes will be introduced about the 
middle of the month on the east coast and 
early next month on the west coast. Day 
and night minutes will be used in initial 
three-week introductory pushes. Phil 
Archer is the timebuyer. 


GENERAL TOY CO. 
(Webb Associates, Inc., N.Y.) 


As noted here last May 16, this toy firm— 
marketing the REMCO and AMERICAN 
CHARACTER DOLLS lines—intended to 
cover the 50 top markets with a budget 
about $1%4 million in size. A late report as 
the kid-show schedules start rolling this 
month for a 13-week drive has it that the 
market list was slightly increased and the 
expenditure will near the $2-million mark. 
Some purchasing activity is still going on. 
Elaine Hudson is the timebuyer. 
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Wayne Williams, Benton & Bowles, 
Inc., New York, is assistant media 
buyer on various products of S. C, 


Johnson & Son, Inc. 


HANES HOSIERY, INC. 
(James R. Flanagan Adv. Agency, 
N.Y.) 

As noted in Tele-Scope June 27th, this 
hosiery maker planned to follow the lead 
of several other women’s stockings 
brands by using spot this fall. About a 
dozen minutes, 20’s and ID’s weekly will 
run 10 weeks from a mid-month start on 
WTIC-TV Hartford, WTOP-TV Wash- 
ington, WBTV Charlotte, KSTP-TV 
Minneapolis, KOIN-TV Portland (Ore.), 
WROC-TV Rochester, KHOU-TV 
Houston, WWL-TV New Orleans and 
KLZ-TV Denver. Robert Flanagan is the 
contact. 


Agency Changes 

Again, multi-million-dollar-account switch- 
ing made headlines after a few weeks of 
quietude. 

American Home Products Corp. is mev- 
ing some $4 million in billings on its 
Boyle-Midway products from J. Walter 
Thompson Co. Ted Bates & Co. is expected 
to get the major portion of the account, 
but Cunningham & Walsh, Inc., will prob- 
ably also receive some products. Other 
agencies also might share in the new as 


signments, which are expected to he 
announced shortly. 
Lennen & Newell, Inc., takes over on 


Jan. 1 on the $4-million Cities Service Oil 
Co. account. For the past 13 years, Elling- 


ton & Co. has been the Cities Service 
agency. 
About $1 million in billing on the 


Warner Bros. foundation-garments _ line 
moved from C. J. LaRoche & Co., Inc., to 
Doyle Dane Bernbach, Inc. The account 
spent 12 years at LaRoche. 

Wade Advertising, Chicago, was named 
by the Toni Co. to handle its Deep Magic 
facial cleaner and a hair-color test prod- 
uct, both previously at North Advertising. 
Deep Magic billing is about $1 million 
North got Pink Pamper shampoo, billing 
about $750,000 and formerly at C. E. Frank. 

Pond’s Angel Skin hand lotion and hand 
cream, products of Chesebrough-Pond’s, Inc, 
were moved from Compton Advertising, 
Inc., to Norman, Craig & Kummel, Inc. 
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HEKMAN BISCUIT CO. 

(George H. Hartman Co., Chicago) 
For its saltine crackers, this baker is 
unleashing a new spot drive in seven 
Michigan and Ohio markets—Toledo, 
Youngstown, Lansing, Detroit, Flint, 
Cleveland and Grand Rapids. Daytime ID’s 
run this month and next. Audrey Thorelius 
is the buying contact. 


IDEAL TOY CORP. 

(Grey Adv. Agency, Inc., N.Y.) 

The search for a one-shot “spectacular” 
noted in Tele-Scope last May 16 for Ideal 
has ended with a buy of Shari in Toyland, 
a one-hour taped program featuring 
puppeteer Shari Lewis. The show is being 
slotted on a market-by-market basis in 
some 21 top markets. Viewing dates will 
be Sept. 18 and 25 and Oct. 2, depending 
on the best availability in each market. 
Jerry Rettig is the timebuyer. 


Ss. C. JOHNSON & SON, INC. 
(Benton & Bowles, Inc., N.Y.) 

A fall campaign was reported in the 
works for PLEDGE, with strong place- 
ments of night minutes set to start the 
middle of the month for about 13 weeks 
in several of the very top markets only. 
A spring campaign by-passed these areas 


in favor of a 40-market spread, but plans 
now include starting at the top and adding 
more areas if the budget allows. Stan 
Rosenfeld, assisted by Wayne Williams, is 
the timebuyer. 


KRAFT FOODS 

(Needham, Louis & Brorby, Inc., 
Chicago) 

While the greatest portion of the Kraft 
budget goes into The Perry Como Show on 
NBC-TV, PARKAY margarine returns 
with one of its frequent campaigns at 
issue date. About eight weeks of day and 
night minutes and 20’s will run in 15-20 
markets. Phil Morrow is the timebuyer. 


LABATT IMPORTERS, INC. 
(Ellis Adv. Co., Buffalo) 

Adding to the film buys noted here July 
25, this firm picked up Ziv-UA’s Case of 
the Dangerous Robin on wxsw-tv Buffalo, 
wcny-Tv Watertown and wwJ-tv Detroit. 
Account executive Michael Ellis is the 
contact. 


LANOLIN PLUS, INC. 
(EWRE&R, New York) 


For WASH ’N CURL, the beauty-products 
firm has been setting schedules of primarily 





ELEANOR ACCLES, once time- 
buyer at Adams & Keyes on Revere, 
Stauffer Chemical Co. and other ac- 
counts, moved to Cunningham 
Walsh to do administrative work. 

At Dancer-Fitzgerald-Sample, JAY 
WALTERS, timebuyer on the L&M 
account, left for Harrington, Righter 
& Parsons. Taking over at D-F-S is 
FRED HAWKINS who was promoted 
from print buyer to senior time- 
buyer. Also at D-F-S, PETER VAN 
STEEDEN, previously media super- 
visor at Leo Burnett, Toronto, was 
named timebuyer on the Simoniz ac- 
count. 

ALLAN CAIN joined Maxon, Inc., 


as timebuyer on Gillette. Prior to 





MR. CAIN 


Maxon, Mr. Cain was with Ted Bates 
& Co. 

HARRY DURANDO, formerly time- 
buyer at Lennen & Newell on sev- 
eral Colgate products, joined Dona- 
hue & Coe as buyer on Kasco and 
Bosco. At D&C STUART KAUF- 
MAN was advanced to media buyer. 
He will continue working on the Corn 
Products account. 


MARV SHAPIRO, last with Bartell 





Personals 


Radio and previously at Grey adver- 
tising, recently joined Batten, Barton, 
Durstine & Osborn, New York, as 
timebuyer on California Oil Co. and 
Gallo wine. 


At Compton Advertising, ROBERT 
LIDDEL has been appointed an as- 





MR. LIDDEL 


sociate media director. Along with 
his work on the Sterling Drug ac- 
count, Mr. Liddel will act as liaison 
between the main and branch media 
offices. 


ELIZABETH HARRIS joined Ken- 
yon & Eckhardt as senior media re- 
search analyst. Prior to K&E Mrs. 
Harris was with NBC-TV. 


RUTH JONES, associate media di- 
rector of J. Walter Thompson, New 
York, is on a ten-week leave of ab- 
sence to work on broadcast activities 
for Campaign Associates on the Re- 
publican presidential campaign. 


In New Orleans, DONALD HAR- 
RIS of the Fitzgerald Advertising 
Agency was elected vice president 
and director of media planning. 
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television _... in 
Columbus means WTVN-TV, 
effectively selling to 2,277,- 
700 people in the. heart of 
Ohio’s_ industrial-agricultu- 
ral market. 


Station programming, cou- 
pled with ABC network, has 
shown outstanding growth 
over the past several years. 
WTVN now is first in many 
segments of the television 
day. 

It's a ‘‘stature’’ station 
boasting national recogni- 
tion for sales promotion and 
merchandising services to 
advertisers. 


For the best dollar-value in 
Columbus, buy WTVN-TV, 
the growth station. 


af) 


WTVN-TV 
Channei 6 
ABC in Columbus, Ohio 


Sales Representative: 
The Katz Agency, Inc. 
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Source Book 
of 

TY Success 
Stories 
Volume Two 


Over 400 case histories 
from every size market, 
demonstrating tv's ability 
to sell! 


Product Groups Include: 


Shoe stores and 
Manufacturers 


Farm Implements and 
Machinery 

Electric Power Companies 
Gas Companies 
Telephone Companies 
Insurance Companies 
Coffee Distributors 

Men’s Clothing Stores 
Cough and Cold Remedies 
Electrical Appliances 
Beer and Ale 

Department Stores 


Restaurants and 
Cafeterias 


Moving and Storage 


Television and 
Radio Receivers 


ONLY $3 00 PER COPY 


Television Age 


444 Madison Ave., 
New York 22, N. Y. 
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nighttime minutes in top markets since 
mid-summer. New activity is on in selected 
areas to start early this month and 
continue for 13 weeks. Dick Bunbury is the 
timebuying contact. 


MARS, INC. 

(Needham, Louis & Brorby, Inc., 
Chicago) 

Adding to the spot information noted last 
issue for this candymaker, its first 
campaign in some years will start early 
next month in 11 markets for eight weeks. 
Minutes and 20’s in kid shows and daytime 
participations will promote MILKY WAY, 
3 MUSKETEERS and other bars. John 
Cole, Don DeCarlo and Helen Carraway 
are the buying contacts. 





LOUIS MARX & CO. 
(Ted Bates & Co., Inc., N.Y.) 


Switching from the plan of attack used 
last year when the country’s number-one 
toy firm entered tv for the first time and 
set a strong campaign on a half-dozen 
network shows (later implemented by 
spot schedules in selected markets) , 
MARX toys this pre-Christmas season will 
go completely into spot. Filmed minutes in 
kid shows will be used. Paul Reardon is 
the timebuyer. 
MINUTE MAID CORP. 
(Ted Bates & Co., Inc., N.Y.) 
Starting about issue date, a small group 
of major markets gets new placements of 
minutes and 20’s in strong frequencies in 
both day and night slots. The placements 
(Continued on page 56) 





Rep 


Clarke Brown Co., southern regional tv- 
radio representative which for the past six 
years served as the southern offices for 
H-R_ Representatives, Inc., switches its 
affiliation to the Weed radio and tv cor- 
porations at the end of the month. Clarke 
Brown will continue to service selected 
stations throughout the south in its own 
name, but also will handle the full lists of 
the Weed stations through its five offices. 

In Atlanta, Richard M. Walker, formerly 
assistant manager, was raised to ofice man- 
ager for CBCo, with Weed closing its office 
in that city. Jack Eisele, manager of the 
CBCo Houston office, was named director 
of mid-south operations and will direct the 
firm’s New Orleans office. 





their affiliation, 


Supplanting 
H-R Tv and H-R Representatives, Inc., 
opened new offices in Atlanta and Dallas. 
Bill McRae (r.), formerly Atlanta office 
manager for CBCo, will helm the H-R office 


previous 


in that city. Robert Dalchau (1.), with 
experience in film syndication and recently 
regional manager for United Artists Corp., 
will be Dallas office manager. 

Jack Hetherington was named by Weed 
to represent tv and radio properties in the 
Missouri-Kansas area. He previously had 
his own offices in St. Louis. Joining the 
Weed staff in New York, Joseph Foley was 
named a tv salesman, having formerly 
served Avery-Knodel. John Carrigan was 
added to the Weed Chicago office, bring- 
ing to the firm a background of 10 years 
in sales and advertising. 

Herb Hahn, formerly a timebuyer with 
Doyle Dane Bernbach, Inc., who joined 


Report 


Forjoe & Co. last November as an account 
executive, was named assistant sales man- 
ager of the firm. 





Television Advertising Representatives, 
Inc., added Charles Pickering (above) as 
an account executive in Chicago. He sold for 
wsz-Tv Boston for the past four years. 





In the latest of several shifts among its 
offices, CBS-TV Spot Sales appointed Rob- 
ert Perez (1.) as San Francisco office man- 


ager. An account executive in the firm's 
New York office for the past 14 months, 
Mr. Perez replaced Richard Loftus, who 
went to Chicago as midwestern sales mal- 
ager. Adding an account executive to the 
New York staff, the CBS division moved 
John McCrory (r.) from Chicago, 
where he has sold since last September. 

William R. Reitmann was named ma 
ager of the Los Angeles office of the 
Bolling Co. For the past five years, Mr 
Reitmann managed a Southern California 
radio station. 


east 
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Profile 


ary Ellen Clark, timebuyer at 
Morse International, Inc., cov- 
ers a gamut of cities visiting stations 
and buying spots for Vapor Rub, 
Cough Syrup, Sinex and Lavoris, 
products of Vick Chemical Co. 
Miss Clark’s trips, generally re- 
quested by her client, are part of 
“that old public relations—good will 
story” in media. “So many millions 
of dollars are placed through verbal 
contracts,” she says, “that it is neces- 
sary to weld the trust and integrity of 
the station, rep and buyer.” Miss 
Clark finds that this relationship is 
fixed through station trips. She can 
meet the station managers, their col- 
leagues and get a first-hand report 
of the station. “Even though I’ve 
heard a thousand times the ‘what’s 
what’ at a market,” she maintains, 
“it is only the trip that leaves an in- 
delible impression on me.” 
With Morse’s media department for 
three and one-half years, Mary Ellen 


- « » MARY ELLEN CLARK 





“worked her way up” in the agency, 
and Vicks travelled with her. “Buy- 
ing on the road educates and makes 
me an astute buyer,” she asserts, 
“for my company and my client.” 
By these trips Miss Clark believes 
she can secure an unbiased report of 
the stations and markets. “Since my 
spots are not yet placed,” she notes, 
“I can investigate the stations with- 
out any fear of alterations or changes 








on their behalf. I can examine the 
specific market problems,” she adds, 
“such as the late-town or early-town 
audience, inform the managers of my 
client’s national media plans and dis- 
cuss availabilities and my budget for 
the specific market area.” In effect, 
by seeing the managers, the buyer 
has her own system of checks and 
balances. 

Buying nationally and paying na- 
tional rates for non-prime and day- 
time spots, Miss Clark gives assur- 
ance that “these trips are not to 
by-pass the representative. I place the 
schedule with the station, but the 
schedule is later confirmed by the 
rep.” 

A traveller both in and out of busi- 
ness, Miss Clark has trekked over 
three continents. But she has for- 
saken the traveling of a commuter 
from her home in Westchester (except 
during New York’s “dog days”) for 
an apartment in Manhattan. Aside 
from her suitcase jaunts, Miss Clark 
enjoys swimming and the whirligig 
of her friends’ interests. 








WRGB 


puts your 
MESSAGE 


WHERE 
THE SALE 


BEGINS 






















Sales begin long 
before sales are 
made, and WRGB 
[3 is there at 
the outset in the 
homes (Sm and on 
the minds of the 


people GEE) who 


can translate your 





message into sales. 


Sales begin here, too, because 
more and more manufacturers 
are discovering the test-market- 
ability of this Northeastern New 
York and Western New England 
audience. The thousands of engi- 
neers, skilled workers, farmers 
and their families who live here 
represent a wide cross section of 
preferences and tastes. And, the 
metropolitan, suburban and rural 
nature of this market further 
gives you an excellent sampling 
of modern America’s living 
habits. But, what really makes 
sales begin here is that WRGB is 
the number 1 voice and picture 
in this area. Let WRGB place 
your message where sales begin. 
Contact your NBC Spot Sales 
representative. 


wRG 
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Paul Bunyan 
IMPRESSION 


Coast to Coast 


Lake Michigan 
to 
Lake Huron 


















PBN STATIONS 


Paul Bunyan Television 
WPEN-TY WTOM.-TV 


Traverse City Cheboygon 


Paul Bunyan Radio 
WTCM WATT 
Traverse City Cadillac 


WATZ WMBN 
Alpena Petoskey 





WATC 
Gaylord 














Paul Bunyan Network 


— 


national representatives 


3 Venard, Rintoul & McConnell J 


Les Biederman 


General Manager 
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John Begue, with wics Springfield, 
lll., for the past seven years, has been 
named station manager for WIicD, 
channel 24, Danville, Ill. it has been 
announced by Milton D. Friedland, 
general manager of the Springfield, 
Champaign and Danville stations 
owned and operated by Plains Tele- 
vision Corp. Mr. Begue is a broadcast 
veteran and was with wics from the 
time it began operation in 1953. The 
Danville station was recently pur- 
chased by Plains Television. 





(Continued from page 54) 


Spot 


will run eight weeks and longer in some 
areas. Chet Slaybaugh is the timebuyer. 


MONARCH WINE CO. 
(Grant Adv., Inc., N.Y.) 
An agency change for MANISCHEWITZ 





wine evidently will not affect its media 
plans, according to both agency and 
company sources. Spot tv will be relied on 
again this fall as in the past. A definite 
program was not yet set at press time, but 
creative work on new commercials had 
begun. If past activity is followed, look for 
about eight to 10 weeks of day and night 
minutes and 20’s in some 30 markets to 
begin in October. George Kern and 
Jeanette Le Brecht are the timebuying 
contacts. 


NALLEY’S, INC. 


(Pacific National Adv. Agency, 
Seattle) 


For its line of potato and corn chips, this 
food firm starts a campaign of animated 
films this month in major markets through- 
out Washington, Oregon, Montana and 
Alaska. The spots feature two chipmunks, 
Chipper and Corny, who humorously pitch 
the products. Timebuyer G. M. Nyman 

is the contact. 


NATIONAL BISCUIT CO. 
(McCann-Erickson, Inc., N.Y.) 
Whereas MILLBROOK bread formerly 
concentrated its tv activity in New York 
state, for the past year it’s been running 
schedules also in Houston, Cleveland and 
Wilmington, where it has bakeries and 
distribution. Following a summer hiatus 
when radio was utilized, the product 
returns late this month with night and day 
minutes running until the pre-Christmas 
period. Joe Kilian is the timebuyer. 


NATIONAL FEDERATION OF 
COFFEE GROWERS OF 
COLOMBIA 

(Doyle Dane Bernach, N.Y.) 


Reporting a campaign in spot in New York 





A “fringe benefit” of print ad- 
vertising, say the salesmen of 
space, is the 
values of reproductions of maga- 
zine and newspaper ads that are 
supplied to retailers. Copies of 
an ad, emblazoned “as seen in 


merchandising 


..’, can have considerable sales 
effectiveness at the point of pur- 
chase. Television, it might be 
argued, cannot supply a local 
merchant with a projector and 
film so that his customers can 
view in the store the announce- 
ments they've seen in_ their 
homes. 

To provide their retailers with 
a close approximation of future 
and current tv commercials, mer- 
chandising-conscious advertisers 
such as Lever Bros., Revion, 


Nestle 


printed 


have used 
These 


consist of monitored frames from 


and others 


“storyboards.” 





Print Commercials 


the telecast film, with the audio 
with 
frame in synchronization. Ap- 


script appearing each 


proximately 15 frames are 
enough to give a full idea of a 
one-minute commercial, states 
Henry L. Sondheim, president of 
U. S. Tele-Service Corp., one 
firm offering the “print-commer- 
cial” service. 

As used in recent programs, 
Lever—through Ogilvy, Benson 


the 


mailing 


& Mather — incorporated 
“storyboard” into a 
piece listing network programs, 
times, etc., when the commercial 
would be seen; Revlon, Sunkist 
and others enclosed photo-scripts 
in merchandising kits. In the 
works for stations and advertis- 
ers are promotional kits which 
will include photo-scripts and 
blow-ups of them in window- 
streamer form. 
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Donald M. Hine has been appointed 
director of programming and public 
affairs for Transcontinent Television 
Corp., it has been announced by 
David C. Moore, Transcontinent 
president. For the past 12 years Mr. 
Hine has been program manager of 
KNxT Los Angeles and the CBS Tele- 
vision Pacific Network. He will make 
his headquarters in New York. Trans- 
continent owns and operates WROC- 
tv-FM Rochester, WNEP-TV Scranton- 
Wilkes-Barre, WGR-TV-AM-FM Buffalo, 
KFMB-TV-AM-FM San Diego, KERO-TV 
Bakersfield and WDAF-TV-AM-FM Kan- 
sas City. 


last winter that went “very well,” this 
coffee organization is expanding its tv 
activity to cover the 10 top markets, 
including New York, Chicago, Los Angeles, 
Washington, Philadelphia, Pittsburgh, 

San Francisco, Boston and Cleveland, that 
previously used radio schedules. The 
placements of primarily night minutes and 
20’s, with some daytime spots, start late 
this month for about eight weeks. Charlotte 
Corbett is the timebuyer. 


NESTLE CO. 

(William Esty Co., Inc., N.Y.) 

While NESCAFE puts a large part of its 
budget into other media, it’s been using 
spot tv in New York and Philadelphia for 
some months and starts a fall campaign at 
issue date in those markets and a few other 
top areas. Night minutes are used 
primarily. Phil McGibbon is the timebuyer. 


NORWICH PHARMACAL CO. 
(Benton & Bowles, Inc., N.Y.) 

Starting about issue date, PEPTO-BISMOL 
returns to its large list of markets with 
another four-six-week flight of nighttime 
minutes and 20’s. About 113 areas are 
covered in this push. Jack Scanlon, 

assisted by Bryan Barry, is the buyer. 


PACIFIC GAS AND ELECTRIC 
co. 

(BBDO, San Francisco) 

This utility firm set the new ITC series, 
Best of the Post, in San Francisco, 
Bakersfield, Chico-Redding, San Luis 
Obispo, Salinas-Monterey, Eureka and 
Fresno in a major fall regional buy. (The 
Buffalo BBDO office also set the show in 

its area for another utility, Niagara 
Mohawk Power Co.) 


PONTIAC MOTOR DIV. 
GENERAL MOTORS CORP. 
(MacManus, John & Adams, Inc., 
Bloomfield Hills ) 

A kick-off introductory campaign on the 

61 PONTIAC and new TEMPEST com- 
pact is slated for the first weeks in 

October and November, respectively, with 
minutes and 20's running in five-day 

drives in 50 top markets. Additionally, 
local dealers will place their own schedules. 
The fall budget is increased over last 
year’s, reportedly because past sales 
warrant the raise and the dealers want 
more spot. David Balnaves is the timebuyer. 


J. L. PRESCOTT CO. 

(Hicks & Greist, Inc., N.Y.) 

The maker of laundry products under the 
DAZZLE and ROSE-X brand names 
recently appointed this agency to handle 
its DAZZLE FLUFF fabric softener. 
Distributed in the northeastern U.S. 
(primarily in New England and upstate 
New York), the product will be introduced 
initially via a one-market buy of live 
minute participations in housewives’ 
programming. The campaign starts this 
month. Later expansion is indicated by 
the advertiser’s past efforts. Len Soglio 

is the timebuyer. 


PROCTER & GAMBLE CO. 
(Leo Burnett Co., Inc., Chicago) 
Beginning at issue date, JIF peanut spread 
reportedly kicks off new schedules of 
daytime minutes in a large group of 
selected markets. As customary, the 
placements are set for the firm’s contract 
year. Lincoln Bumba is the timebuyer. 


PROCTER & GAMBLE CO. 
(Compton Adv., Inc., N.Y.) 

New activity on IVORY bar soap was 
noted perking, with day minutes primarily 
being set in selected markets to start the 





KFVS-TV Tower 


Work has been completed on 
the KFVS-TV tower in Cape Girar- 
deau, Mo. Standing 1,676.55 feet 
above ground, the new tower be- 
comes the tallest man-made struc- 
ture, replacing the 1,619-foot 
tower of WGAN-TV Portland, Me., 
‘for that honor. Standing on an 
810-foot hill, it is estimated that 
when put into service the new 
tower will double the station’s 
coverage in a _ six-state area. 

The new tower was built by 
Ideco Co. of Columbus and 
erected by Seago Construction 
Co. of Dallas. It is made of 
nickel-alloy steel in 30-foot tri- 
angular sections and stands on a 
concrete base. It is supported by 
18 guy cables which are designed 
to withstand winds of 150 miles 
per hour. 
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Knoxville 


radio .. 


means WBIR, first in Knox- 


. in Knoxville 


ville to provide mass class 
maximum adult program- 


ming. 


Outstanding personalities, 
dominant news coverage, 
and selective musical pro- 
gramming, is slanted ide) 
families with maximum buy- 


ing power. 


For sales results . . . make 
WBIR your first choice in 


Knoxville. 


WBIR 1240kc. 


Knoxville, Tennessee 


Represented by: 
Gill-Perna, Inc. 
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middle of the month and continue through 
the P&G contract year. Len Ziege! is the 
timebuyer. 


REGISTERED SHIRT 
LAUNDRY ASSOCIATION 
(Palmer, Codella & Associates, 
Inc., N.Y.) 


While plans were only in the formulative 
stages at press time, this organization was 
talking of fall spot tv-radio schedules in 
major cities across the country to promote 
the new concept of selling shirts through 
laundries. The agency is involved in the 
preparation of ID’s, 20’s and minute spots, 
but buying will probably be handled 


Station, Network and 
Personal Representative 





representing 
KELO-TV, Sioux Falls, S. D. 
KROC-TV, Rochester, Minn. 
KSBW-TV, Salinas, Calif. 
KSBY-TV, San Luis Obispo 
WIMA-TV, Lima, Ohio 
WPEBN-TV, Traverse City, Mich. 
WTOM-TV, Cheboygan, Mich. 


235 East 46th Street, New York 17, N. Y. 
PLaza 5-4262 











In Baltimore’s 
3-Station Market 


WMAR-TV 


Again 


LEADS! 


MORE Total Homes Reached!* 


MORE Quarter Hour Firsts, Based 
on Ratings!* 


MORE Quarter Hour Firsts, Based 
on Total Homes Reached!* 


*June-July 1960 Nielsen Complete 
Eight-Week TV Report 


In Maryland 
Most People 
Watch WMAR-TV 


Channel 2 


WMAR-TV | 


SUNPAPERS TELEVISION * BALTIMORE 3, MD. 
Represented Nationally by THE KATZ AGENCY, INC. 
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The Whole vs. The Parts 


(A monthly study of the performance of network programs in local markets) 


In “Markets Within Markets” (July 11), tv ace looked into the 
differences in ratings and advertising effectiveness that can occur for 
a single program on the national and local levels. Such data is deemed 
important to the advertiser (who might bolster weak markets not cov- 
ered fully by a network show) and the syndicator (who seeks areas fa- 
vorably disposed to particular programs), among others. 


Past efforts to correlate national and local ratings have involved ad- 
justing data from several sources. The establishment of the Nielsen Sta- 
tion Index to provide local figures that can be measured against the 
national Nielsen Tv Index makes for a new ease of comparison. In fu- 
ture issues, TV AGE will present capsule studies of various program types 
in markets of all sizes and kinds, using NTI and NSI ratings. 


HALF-HOUR WESTERNS 
March-April 1960 


Wanted, 
Bat Man From Dead Or 
Masterson Lawman Blackhawk Alive 
Total U.S.* 19.1 23.3 15.5 24.8 
“A” COUNTIES* 17.3 24.0 17.0 22.3 
Chicago (4 Stations) 15.3 19.7 17.7 22.2 
Dallas-Ft. Worth (4) 14.0 24.2 7A 26.8 
Los Angeles (7) 16.9 21.8 15.3 21.5 
New York (7) 18.6 17.4 12.7 20.6 
Philadelphia (3) 25.6 31.0 23.7 20.5 
“C” COUNTIES* 23.5 22.9 12.4 27.9 
Amarillo (3 Stations) 25.4 27.8 21.8 32.4 
Burlington-Plattsburgh (2) 33.8 24.7 20.1 37.2 
Casper (3) 4.8 3.1 3.1 52.4 
Chico-Redding (3) 5.4 26.0 — 39.9 
Ft. Smith (2) — — 16.4. — 
Grand Junction-Montrose (1) — — = 59.5 
Jackson (2) = = 32.7 a 
Tallahassee (2) 19.1 28.4 - 


* NTI, others NSI; Copyright by A. C. Nielsen Company 


From the above, several interesting points can be made. For instance, 
“westerns” demonstrate a fairly universal appeal—getting ratings of 
almost equal size nationally and in “A” counties, higher ones in “C.” 


Again, it might be assumed that Casper, Wyo., goes against the 
popular belief that westerns do well in the western areas—if the low 
ratings of the first three shows are studied. (Further research shows 
that these programs are seen in the market from Denver stations; the 
market itself is as pro-western as any, when the programs are carried 
strongly into viewer range.) 


Many other implications can be drawn from the NSI-NTI figures. 
As with all rating information, their value depends on proper interpreta- 
tion and application. 

















Stephen Frankfurt of Young & 
Rubicam has been named a vice 
president, it has been announced by 
George H. Gribbin, president. Mr. 
Frankfurt, who has been supervisor 


in charge of special projects. He 
has been with the agency since 1954. 





directly by the company or on a co-op 
basis, with local laundries setting their 
own schedules. Company president Arnold 
Weber is the contact. 


REVLON, INC. 
(Grey Adv. Agency, Inc., N.Y.) 


Activity was reportedly on in a group of 
selected major markets for TOP BRASS 





Co. (div. of Eversharp, Inc.). 





of art, copy and production, will be | 


| 
| 





At luncheon for the new professional American Football League, representa- 


tives of the sponsors for ABC-TV’s exclusive telecasts of the games get together 
with the league commissioner, Joe Foss (second from left, seated) and William 
P. Mullen, (on Foss’ right), vice president in charge of sales for the ABC-TV 
Network. Representing the sponsors are (l. to r. standing): E. J. Bassett, vice 
president and general sales manager of Sinclair Refining: George Reichart, 
director of market & advertising for General Cigar Co.; 
tor of radio and tv for the Colgate-Palmolive Co.; 
executive vice president of Pabst Brewing Co.; 
vice president of media for Compton Adv., 


hair conditioner for men, with the 
schedules starting at the first of the 
month and continuing about eight weeks. 
Night minutes aim for a male audience. 
Betty Nasse is the timebuyer. 


SAWYER BISCUIT CO. 
(George H. Hartman Co., Chicago) 


A small group of midwestern markets gets | 
four weeks of ID’s in the first of what 
should be several flights for this firm’s 
saltine crackers. Strong frequencies will 
be used in Chicago, Milwaukee, St. Louis 
and Indianapolis. After a two-week hiatus, 
new buying will be conducted. Audrey 
Thorelius is the contact. 


SCUDDER FOOD PRODUCTS 
(Campbell-Mithun, Inc., L.A.) 

A new campaign for LAURA SCUDDER 
potato chips is getting under way in all 
key California markets and other top 
western areas. The drive will run through 
December. Yvonne Prose is the contact. 


SHELL OIL Co. 

(J. Walter Thompson Co., Inc., N.Y.) 
As noted here Aug. 8, there are slight 
flurries of activity in scattered markets as 
the agency expends its fall budget and 
completes formulated plans before Shell 
moves to OBM on Dec. 1. Night minutes, 
20’s and ID’s in flights are starting this 
month for about 13 weeks. Bob Pecka is 
the timebuyer. 


STANDARD BRANDS, 

(JWT, New York) 

About one year ago JWT took over on 
(Continued on page 62) | 





George Laboda, direc- 
seated) Ted Rosenack, 
seated) Frank Kemp, 
representing Schick Safety Razor | 


(1., 
and (r., 





REASON NO. 1 


NBC Bre acc Ree Bre acc Ree 


WANs Uf 


LA CROSSE 
WISCONSIN 


H-R TELEVISION, INC. H 
Harry Hyett, Minneapolis *--. woe” 


































The La Crosse Market is isolated 
by distance and pocketed in 
rugged terrain. For most of the 
160,000 TV Homes (CBS Re- 
search) in this Tri-State Area 
(Southwestern Wisconsin, South- 
eastern Minnesota, Northeast- 
ern lowa), WKBT provides the 
only consistently-dependable 
signal. 








amnnee = Channel 
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J J . 
TH E ARB City-by-City Ratings June 1960 
BOSTON BUFFALO 
3-Station Report 3-Station Report 
(four-week ratings) (four-week ratings) 
TOP SYNDICATED FILMS TOP SYNDICATED FILMS 
D 1. U. S. Marshal (NTA) wNac-Tv Sat. 10:30 .14.8 1, Grand Jury (NTA) WBEN-TV Sat. 10:30 ..25.0 
| 2. Border Patrol (CBS) waz-tv Wed. 7 ...... 14.6 2. Rendezvous (CBS) wBEN-TY Mon. 9:30 ...19.9 
; 3. The Honeymooners (CBS) WNAC-TV 3. Sea Hunt (Ziv-CA) wkBWw-TV Wed. 10 ...19.1 
| Mb REED spcdeas tee kenecatawd ecurtsce 13.7 4, Whirlybirds (CBS) wren-tv Tue. 7:30 ....18.8 
4. Brave Stallion (ITC) wnz-tv Mon. 7 ...... 13.2 4. Pony Express (CNP) wkpw-tv Fri. 10:30 .18.8 
5. Lock-up (Ziv-UA) WHDH-TV Thu. 10:30 ..12.9 5. San Francisco Beat (CBS) 
HA RDY | 6, Shotgun Slade (MCA) wsz-tv Tue. 7 .... WKBW-TV Thu. 10:30 ........ errr 17.3 
6. Sea Hunt (Ziv-UA) wWHDH-TV Tue. 10:30 6. Mike Hammer (MCA) WKBW-TV 
| 1%. Huckleberry Hound (Screen Gems) ts, MN cncte GORRRE EWN DSA eee Tres 
SHOW | wnao-Tv Thu. 6:3@ ............ see 7. Tombstone Territory* (Ziv-UA) 
‘ | 8. Popeye (UAA) wraz-Tv Sun. 6:30 ........ 10.6 WT SI, BOTOO nn ckacwdiccacccctecs 15.2 
. | 9. Death Valley Days (U. S. Borax) 8. Not For Hire (CNP) wkpew-tv Sun. 10:30 .14.0 1 
Gets Top Ratings On WBZ-TV Fri. 10:30 ............... 2.10.2 9. The Vikings (Ziv-UA) wGr-Tv Mon. 7 ....13.4 1 
| 10. Four Just Men (ITC) wsaz-Tv Sat. 10:30 .. 9.7 10. Cannonball (ITC) wREN-TV Wed. 7 ...... 12.7 1 
e 10. Rendezvous (CBS) wez-tTv Sun. 10:30 .. 9.7 11. Three Stooges (Screen Gems) WGR-TV 
WBAL-TV Baltimore 11. State Trooper (MCA) WNAc-Tv Thu. 7 .... 9.5 RS NS rey ee re 12.3 1 
| 12, Whirlybirds (CBS) wwnac-tv Fri. 7 9.3 12. Huckleberry Hound (Screen Gems) 1 
12. Rescue 8 (Screen Gems) WNAC-TV Tue. 7 :3 9.3 WR Te. BtBO ccc secnccncccccsess 12.1 1 
13. Interpol Calling (ITC) wkBW-TV 
TOP FEATURE FILMS ie ee ae 5 
14, Coronado 9 (MCA) WKBW-TV Tue. 10:30 ..11.4 
2 1. Boston Movietime waz-Tv Wed. 5-6:30 ....10.6 
Wire or phone 2. Big Movie wez-Tv Fri. 11:15-1:15 a.m. ..10.2 TOP FEATURE FILMS 
Art Kerman 3. Besten Merietime was-Tv 5-6:30 ........ 8.3 1. Award Theatre wor-Tv Sat. 11-1 am. ....11.5 
| A. Early Show wNac-Tv Wed, 5-6:3@ ........ 1.8 2. Midday Matinee wor-Tv Sat. 1-2:15 ...... 8.3 
today for 5. Boston Movietime ws2-Tv Mon. 5-6:30 .... 17.7 3. Saturday Playhouse wREN-Tv Sat. 11:30-1 .. 8.0 
: sus: > | e 74 - = 
availability | TOP NETWORK SHOWS | +. Fs Se atin waeewee aa 
in your market, | 1, Wagon ‘Train wne-Tv ...... eh ee EE 34.5 5. Early Show WKBWw-Tv Tue. 6-7:15 ...... 7.2 
| 2. Gunsmoke WNAO-TV .......... 200 40:8. e cee 
| 3. Welk’s Dancing Party WHDH-TV TOP NETWORK SHOWS 
4. U. S. Steel Hour* wnac-Tv A 1. Garry Moore WBEN-TV Pe onal ; 44.3 
5. Ed Sullivan WNAC-TV ...... 8 2. Summer On Ice* wGR-TV ..40.1 
GOVERNOR TELEVISION 6. Perry Mason WNAOC-TV ....... ene - 29.2 3. Gunsmoke wBE? 9.5 
7. Father Knows Best WNAC-TY a 4. Red Skelton w 38.2 
8. The Untouchables WHDH-TV .. es .-28.4 5. Wagon Train wGr-Tv .... ..31.7 
375 Park Avenue, N.Y.C. 9. Price Is Right. wez-Tv 6 6. Have Gun, Will Travel wWREN-TV iia ale 
10. Person to Person* WNAC-TV 2 7. Father Knows Best WBEN-TY .. ee 
PLaza 3-6216 7. What’s My Line WBEN-TV my 1 
ee : - LANSING 8. Danny Thomas WBEN-TV Sees 3 
9. U. S. Steel Hour* wRBEN-1V ...38.8 
THE Pi CTURE 2-Station Report 9. The Untouchables WKBW-TV . 28.8 
four week ratings . 
: ” LITTLE ROCK 
he AS TOP SYNDICATED FILMS 
1. Johnny Midnight (MCA) WJIM-TV 3-Station Report 
ore ee 25.2 ‘ 
CHANGED 2. Manhunt* (Screen Gems) WJIM-TV (four-week ratings) 
WB. O28 wcsicciee rey oe 22.8 ES . ™ a 
. 3. Huckleberry Hound (Screen Gems) TOP SYNDICATED FILMS 
oY ge eee ; 21.5 
7 f > 4. U. S. Marshal (NTA) WJiIM-TVv 1. Coronado 9 (MCA) KTHv Sat. 9:30 .. 26.5 
—< Wed. 8:30 ...... iP E wp = 2 2. Sea Hunt (Ziv-UA) KTHV Fri. 7:30 22.1 
5. Four Just Men (ITC) wsIM-tTv Mon. 7 19.9 3. Rescue 8 (Screen Gems) KaTv Sun. 8 20.0 | 
6. Coronado 9 (MCA) wasIM-Tv Tue. 7:30 17.2 4. Tombstone Territory (Ziy-UA) KTHV ( 
7. Rescue 8 (Sereen Gems) WILX-TV Sun. 9:30 ......seeeees eee 17 
Thu. 10:30 ; eh - : 16.3 5. Bugs Bunny (UAA) Katy Sun. 5:30 ....15.6 
8. Sea Hunt* (Ziv-UA) WILx-tv Sat. 7 ..15.0 6. Flight (CNP) KarK-TV Thu. 7 ..........14.5 ! 
9. Quick Draw McGraw (Screen Gems) 7. U. S. Marshal (NTA) Katv Thu. 9:30 ..12.8 1 
witm-Tv Fri. 6 ..... a Pee 8. Death Valley Days (U. S. Borax) 
10. Phil Silvers (CBS) wsim-tv Sat. 7 11.3 KARK-Tv Sat. 9:30 ...... o-oo 1) 
11. This Man Dawson (Ziy-UA) WILX-TV 9. Grand Jury (NTA) KaRK-tTv Sun. 9:30 ..11.2 1 
i, Te écnsaenss : ye aS 10.9 10. Huckleberry Hound (Sereen Gems) 1: 
12. Bugs Bunny (UAA) WILX-TV KATY Thu. 5 id wotde lesa a-f 10.7 1! 
Witnin THE | Mon., Wed., Fri. 5:30 — . , 10.0 11. Popeye (UAA) KATV Wed. 5 .... a 10.0 1 
3. Popeye (UAA) WILX-TV M-F 5 .. - 9.5 2. Cannonball (ITC) kKTHv Sat. 10 ........ 9.9 
14. Lock-up (Ziv-UA) wILx-Tv Wed. 10 9.1 13. Farmer Alfalfa (CBS) kKatv Fri. 5 en * 


14. Tombstone Territory* (Ziv-UA) 14, Manhunt (Screen Gems) KARK-TV Tue. 9:30 9.3 


A LBANY WILX-TV Wed. 10:30 ...... “ 9.1 15. This Man Dawson (Ziv-UA) Katv Tue. 9:30 9.0 


TOP FEATURE FILMS TOP FEATURE FILMS , 
S CHENECTADY 








2. @ ly Mat » ‘ T ce 1. Academy Theatre* KTHV Fri. 10:15-11:45 8.6 
ae | meer, Se een hu. 5-6 . 16.1 2. Academy Theatre KTHV Sat. 10:15-12 mid. 7.9 
2. Comedy Matinee wWaIM-Tv Fri. 5-6 ... 12.0 e $ C . ta * 
<a : 2. Late Show KaTv Fri. 10:15-12 mid 7.9 : 
3. Comedy Matinee wWsIM-tTv Tue. 5-6 . 10.6 . . e 
ROY M A i K ET . . “ ae 3. Academy Theatre KTHV Mon. 10:15-11:30 7.6 5 
4. Comedy Matinee waIM-Tv Sat. 5:30-6:30 10.2 5. ‘Sateieeies Saal sone & 10:15-11:45 , @ 
Aca Pr ea B q J ide «te eo @ 
5. Comedy Matinee WsIM-TV Mon. 5-6 . 9.4 ve sal cae P , 
WAST TOP NETWORK SHOWS TOP NETWORK SHOWS 
Lucky Channel 13, is the 1 
: . . od Ske -T 29.9 1. Wagon Trai RK : wie ciple § 
ONLY area TV station posting consistent [ae an eee es ma pi cena ena a ’ 
‘. F 2. Gunsmoke WJIM-TV .. um 38.1 2. Gunsmoke KTHvV ° : as -- 40.8 . 
and considerable day and nighttime audi- 3. Have Gun, Will Travel ws1IM-Tv 3. I've Got a Seeret* KTHV : os ; 
ence gains. 4. Garry Moore WsIM-Tv 4. 77 Sunset Strip KaTv _ “" 30.7 5 
5. Father Knows Best wsim-Tv 5. Have Gun, Will Travel KTHV .. oe auenn ‘ 
6. Johnny Ringo* wsIM-rTv 6. Ann Sothern KTHV .... <énoab.caenauen 29.9 1 
SELL Where People BUY 7. Ann Sothern wJIM-TV 7. The Millionaire* KTHV ala aaa ‘ 
8. George Gobel* WJIM-TVv 8. Garry Moore KTHV 5 g 
ae HR 9. Danny Thomas w.IM-TVv 9. The Rifleman KatTv 1 
call your man 9. The Millionaire wsiM-tTv 10. Red Skelton KTHV 
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CEDAR RAPIDS-WATERLOO 


1. Mike Hammer (MCA) wMT-TV Sat. 10 ....31.2 
2. Four Just Men (ITC) wMtT-Tv Sat. 9:30 ..28.8 
3. Grand Jury (NTA) wMT-Tv Sun. 10 ....23.4 
4. U. S. Marshal (NTA) wWMT-TV Tue. 10 ....22.5 
5. Coronado 9 (MCA) wmMt-Tv Fri. 7:30 ....20.9 
6. Woody Woodpecker (Burnett) WMT-TV 

WER. © cadecrcccocvssdesededendjpctcsce 19.5 
7. Lock-up (Ziv-UA) wmMtT-tv Thu. 10 ..... 19.4 
8. Huckleberry Hound (Screen Gems) 

WeESV Tee. Gna sccccwwrccsesssvsvcs 14.8 
9. Manhunt* (Screen Gems) wMT-TV Wed. 10 ..14.3 
10. Not For Hire* (CNP) wat-tv Fri. 10 ...13.2 
11. You Are There (CBS) wMtT-TvV Mon. 10 ..12.9 
11. Quick Draw McGraw (Screen Gems) 

WeEe-av Bue. © ccccccccsccscccccecces 12.9 
12. Cannonball* (ITC) wmt-tTv Wed. 7 ...... 12.3 
12. Whirlybirds (CBS) Kore-Tv Sun. 6 ....12.3 
13. Phil Silvers (CBS) KorG-TV Sat. 9:30 ....12.2 

TOP FEATURE FILMS 
1. Saturday Family Show wmT-Tv Sat. 4:15-6 . 6.6 
2. Big Movie wMT-Tv Sat. 11-12:45 am. .. 6.3 
3. Tower Theatre wMT-TV Thu. 11-12°15 a.m. 5.5 
4. Best of Hollywood KcrG-Tv Sat. 

tS MPerrererrrrrrr rs TTT ree 5.0 

5. Big Movie wMT-Tv Fri. 11-12:30 am. .. 4.8 

TOP NETWORK SHOWS 
1. Red Skelton WMT-TV ..........-++-- . 45.8 
S. Garey Bieesd WPS ce sececsevcccsccss 45.3 
3. Gunsmoke WMT-TV ........... 42.3 
4. Danny Thomas WMT-TV ....... 40.1 
5. Summer On Ice* KWWL-TV ............ 39.9 
6. Welk’s Dancing Party KCRG-TV ..........39.6 
7. I’ve Got A Secret* wWMT-TV ............38.1 
6. What's Bay Edme WEESU 2... cccccccces 37.5 
9. 77 Sunset Strip KCRG-TV ...... Ee 35.9 
10. Ann Sothern WMT-TV ........-.+-eee00- 34.8 

ST. LOUIS 
4-Station Report 
(four-week ratings) 

TOP SYNDICATED FILMS 
1. Four Just Men* (ITC) Ksp-Tv Thu. 9:30 ..22.9 
1. San Francisco Beat (CBS) 

Mmeee-S" Bet. 9530 2... cccscvccccceccses 22.9 
2. Whirlybirds (CBS) Ksp-Tv Tue. 10 ...... 20.6 
3. Mike Hammer (MCA) KspD-Tv Sat. 10 ....20.2 
4. Sea Hunt (Ziv-UA) KTvI Fri. 10 .......... 19.6 
5. U. S. Marshal* (NTA) KsD-TvV Wed. 10 ..17.6 
6. Lock-up* (Ziv-UA) Ksp-Tv Wed. 9:30 ....16.9 
7. This Man Dawson (Ziv-UA) KSD-TV Mon. 10 .16.0 
8. Coronado 9 (MCA) Ksp-TV Tue. 9:30 ....15.8 
9. Interpol Calling* (ITC) Ksp-Tv Thu. 10 ..15.2 
16. Death Valley Days (U. S. Borax) 

KSD-TV Sat. 9:30 ....cccccccccsceccees 14.9 
11. Rescue 8 (Screen Gems) KTVI Thu. 10 ..12.6 
12. Popeye (UAA) KMOX-TV Sat. 11:30 a.m. ..12.1 
13. The Vikings (Ziv-UA) Ksp-Tv Sun. 9:30 ..12.0 
14. Phil Silvers (CBS) KMox-TV Tue. 6:30 ..11.9 
14, Grand Jury (NTA) Ksp-Tv Sun. 19 ..... 11.9 

TOP FEATURE FILMS 
1. Gold Award Theatre Ksp-Tv 

Sat. 10:30-12:15 a.m. ........ 5. oyn/vece ee 
2. Channel 2 Theatre KTv1 

ie tk ee | 
3. First Run Theatre KMOX-TV 

Gat. 20:36-33 mle 2. cccccccs isaeece 
4. Early Show KMOX-TV Tue. 5-6 .......... 9.0 
5. Late Show KMOX-TV 

Siem. ROSBO-EBtIE GM. .ccccvccviscrcase 8.0 

TOP NETWORK SHOWS 
3. Gamemmalin MONT asic vc cgcccenccdvcace 39.4 
2. Red Skelton KMCX-TV .................. 37.9 
3. What’s My Line KMOX-TV ........ 36.3 
4. Garry Moore KMOX-TV 6 
5. Perry Mason KMOX-TV 31.7 
6. U. S. Steel Hour* KMOX-TV ............ 29.1 
Se ee eee 8 
©. Tho Detectives HEVS 2... cccccccccccccces 4 
9. 77 Sunset Strip KTVvI 3 
10. Have Gun, Will Travel KMOX-TV ........ 27.1 


3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 
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DAYTON 
2-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 





1. Manhunt* (Screen Gems) WLw-p Tue. 7 ....22.9 
2. Pony Express (CNP) WHIO-TV Sat. 10:30 .22.2 
3. Mike Hammer* (MCA) wHI0o-Tv Wed. 8:30 . 20.5 
4. Lock-up* (Ziv-UA) wHro-Ty Fri, 10:30 ..19.9 
5. Death Valley Days (U. 8. Borax) 

WR Be. FT nc ccnccesccesscséccce 17.9 
6. Search For Adventure (Banner) 

WE BE. £06456 seensecdesesences 17.7 
7. Walter Winchell File* (ITC) 

ES Bae co tctcwdescndecescccs 17.2 
8, Huckleberry Hound (Screen Gems) 

WLW-pD Thu. 5 1 
9. Tombstone Territory (Zivy-UA) 

SS BO. F  n0c0dscccces sence ckcasex< 16.6 
10. Court of Last Resort (ABC) wiLw-p 

i: GUD 0 5s5dihnnsen bapteeas<s0edi<er 14.5 
11. Popeye* (UAA) WHIO-TV Tue-Fri. 5 ...... 14.1 
12. Rescue 8 (Screen Gems) WLW-p Thu. 6 ..14.0 
13. Sea Hunt* (Ziv-UA) WLw-p Tue. 10:30 ..13.6 
14. Jeff’s Collie (ITC) wH10-Tv Tue. 7:30 ...11.6 
15. Woody Woodpecker (Burnett) wLw-p Wed. 5 .11.1 

TOP FEATURE FILMS 
1. Your Evening Theatre* wHi0-Ty 

Wek. BESDO-ESSES GM. cecccccccvcvcccece 6.3 
2. Gene Autry Feature WHIO-TV Sat. 5-6 ...... 5.8 
3. Gold Award Theatre WLw-p 

Bas. CEGO8. GM, wc vccvecascceccess sos 48 
4. Western Roundup wHi0-Tv Sun. 11-12 n. .. 4.7 
5. Your Evening Theatre WHIO-TV 

Dee, SRI SSISD GM. covvccccicsesine 3.6 

TOP NETWORK SHOWS 
RD, Geemee WHEY onesie docs cpessese 40.5 
2. Summer On Ice* WLW-p ... . 39.9 
3. Red Skelton WHIO-TV ........ 39.3 
4. The Real McCoys wWiLw-p .. a aon 
5. I’ve Got A Secret* WHIO-TV eC 
CG. THRE TR” WD own cecccccwectaccccs 35.1 
7. Father Knows Best WHIO-TV .. XY 
7. Bachelor Father wuw-p ..... as concen 
8. The Rifleman* wWLw-pD .... 33.8 
9. Sugarfoot* WLW-D ............ cecscces ae 
WICHITA 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
1, Death Valley Days (U. 8. Borax) 

MAME TR. BIBS 600 isccccsescosesac 22.9 
2. U. S. Marshal (NTA) KTVH Sat. 9:30 ..20.6 
3. Mike Hammer (MCA) KAKE-TV Tue. 6 ..18.7 
4. Grand Jury (NTA) KAKE-Tvy Mon. 9:39 ..18.0 
5. Shotgun Slade (MCA) KaRp-Tvy Thu. 9:30 16.1 
6. Whirlybirds (CBS) Karp-tv Sun. 9:30 ....13.3 
7. Coronado 9 (MCA) KAKE-Tv Sat. 9:30 ....13.2 
8. Huckleberry Hound (Screen Gems) 

Rarer TR. © cswacccneeses -11.9 
8. Science Fiction Theater (Ziv-UA) 

GEG Be. DB cccccncscccsesevesecus 11.9 
9. Quick Draw McGraw (Screen Gems) 

MAMDMEE BE. © cccccccecccesovnceess 11.5 
10. Sea Hunt (Ziy-UA) KAKE-TV Thu. 6:30 ..10.6 
11. San Francisco Beat (CBS) 

SRAMD-EV Gem. BOsBS on cccccvescrecesese 9.6 
12. Trackdown (CBS) Karp-Tv Tue. 9:30 8.4 
13. Pony Express (CNP) KARD-Ty Sun. 5:39 .. 7.3 
14. Men of Annapolis (Ziy-UA) KAKE-Tv Tue. 6 7.1 

TOP FEATURE FILMS 
1. Shirley Temple Theatre KAKE-TV 

Wl MOREE Sebondbecknesawns ine -13.3 
2. Gold Award Theatre KAKE-TV 

. BOTODRIES GA vcicinccsadondsnn 9.8 
3. Nightwatch KAKE-Tv Fri. 10:30-12 mid. 8.9 
4. Nightwatch KAKE-Tv Thu. 10:30-12:15 a.m. 6.2 
5. Nightwatch KAKB-TV Mon. 10:30-12 mid. .. 5.7 

TOP NETWORK PROGRAMS 
1. Summer on Ice* KARD-TV ............ 33.6 
2. Gunsmoke KTVH ......... ‘ Terri 
3. Garry Moore KTVH ..... reer | | 
3. Wagon Train KARD-TV ...... ° --31.7 
4. The Rifleman KAKE-TV .... ee 
5. 77 Sunset Strip KAKE-TV . ad —e 
6. The Real McCoys KAKE-TV .. Terr, 
6. Red Skelton KTVH ....... oenceeemeee 
7. Cheyenne KAKE-TV ....... Cane errr | | 
8. Hawaiian Eye KAKE-TV 25.7 


=} Zealele)| 
of integrity 


Tame sale? a 4lil- 


television... in 
Knoxville, means WBIR-TV, 
the station with proven ac- 
ceptance by a majority of 


local advertisers. 


New rate card, effective 
September 1, 1960, makes 
WBIR-TV most efficient 
media buy in the market. 
Buy the station the Knox- 
ville advertisers buy — 
WBIR-TV. 


WBIR-TV 
Channei 10 


CBS in Knoxville, Tennessee 


Sales Representative: 
The Katz Agency, Inc. 
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How to Turn 
a ‘9 Raise into 
a‘L000 Bonus 





WHAT SHOULD HE DO WITH AN EXTRA $5 

He can spend it, of course. But, if he 
buys a $25.00 U.S. Savings Bond 
each month for 40 months with his 
$5 a week raise, he is going to have 
Bonds worth $1,000. 
Wishing won’t turn a $5 a week 
raise into a $1,000 bonus, but 
it’s easy to do. If you take that 
$5 raise and put it into US. 
Savings Bonds you can buy a 
$25.00 Bond a month (cost 
$18.75) and have money left 
over. If you keep buying one 
of these Bonds a month for 40 
months you'll have your big 
bonus—Bonds worth $1,000 at 
maturity. 


Why U.S. Savings Bonds are 
such a good way to save 


e You can save automatically 
with the Payroll Savings Plan. - 
You now earn 334% interest to 
maturity. - You invest without 
risk under U.S. Government guar- 
antee. - Your money can’t be lost 
or stolen. - You can get your 
money, with interest, anytime 
you want it. - You save more 
than money; you help your Gov- 
ernment pay for peace. + You can 
buy Bondswhere youworkorbank. 


You save more than money 
with U.S. Savings Bonds 


The U.S. Government does not pay for 
this advertising. The Treasury Depart- 
ment thanks The Advertising Council 


and this magazine for their patriotic 
donation. 
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Spot (Continued from page 59) 


CHASE & SANBORN coffees from another 
agency and placed its first large-scale spot 
campaign in about 34 markets. Another 
good-sized push was reported in the works 
at press time, involving night minutes, 

20’s and ID’s in top areas. The campaign 
will begin around the middle of the month 
and run 13 weeks. Helen Davis, assisted 

by Margo Teleki, is the timebuyer. 


Buyers’ Check List— 
New Representatives 
KBLR Goodland, Kan., has appointed 
John Pierson Television Co, as national 
sales representative, effective immediately. 
KpIx-TV Dickinson, N. D., has appointed 
Forjoe & Co. as national sales representa- 


tive, effective immediately. 


wsjs-Tv Winston-Salem has appointed 


| Peters, Griffin, Woodward, Inc., as national 


| sales representative, effective immediately. 





WXEX-TV Richmond has appointed James 
S. Ayers, Inc., as southern sales representa- 
tive, effective immediately. Young Tele- 
vision continues as national ss repre- 
sentative. 


Station Changes 


KHOL-TV Kearney, Neb., will become a 
primary affiliate of ABC-TV, effective Feb- 
ruary 2, 1961. 

KHPL-TV Hayes Center, Neb., will become 
a primary affiliate of ABC-TV, effective 
February 2, 1961. 

KHQ-TV Spokane began broadcasting from 
its new 904-foot tower atop Tower Moun- 
tain last month. 


KRTV Great Falls, Mont., has been added 
to NBC-TV’s PEP station group, effective 
immediately. 


Network Rate Increases 


CBS-TV: 

wesrc-TV Birmingham, from $1,175 to $1,- 
250, Sept. 1. 

wcss-tv New York, from $8,250 to $8,- 
750, Sept. 1. 
NBC-TV: 

wrcA-Tv Jacksonville, Fla., from $750 to 
$850, Sept. 1. 

woop-tv Grand Rapids, from $1,100 to 
$1,300, Sept. 1. 

wsaz-Tv Huntington, W. Va., from $1,- 
000 to $1,150, Sept. 1. 

wss-Tv Atlanta, from $1,300 to $1,400, 
Sept. 1. 

wsts-Tv Roanoke, -from $725 to $800, 
Sept. 1. 





STANDARD OIL CO. 
(INDIANA) 


(D'Arcy Adv. Co., Chicago) 


A number of markets in the oil firm’s 
distribution area covering some 14 states 
were reportedly being looked into for 
availabilities for brief schedules of filmed 
minutes on heating oil. Campaigns will 
start this month or next before the cold 
weather hits. Bill Barker is the contact. 


STERLING DRUG CO. 
(Brown & Butcher, Inc., N.Y.) 


As customary at this time of year, DR. 
CALDWELL’S laxative begins schedules 
early this month, with day and some night 
minutes set to run until year-end. About 
50 secondary markets are used. Rose-Marie 
Vitanza is the timebuyer. 





New Agency 


Pete Winters Associates, new 
advertising agency, has been es- 
tablished by Peter Theg in New 
York City. With headquarters in 
the penthouse of the 
Tower in Times Square, the new 


Times 


agency has already signed a num- 
ber of accounts which are ex- 
pected to be heavy users of 
broadcast media. 

One of these, dan-d Industries, 
manufacturers of a complete line 
of men’s toiletries, is currently 
mapping a radio-tv campaign 
through the new agency which 
is expected to encompass some 
20 stations along the eastern sea- 


board. 
Mr. Theg, 


sales manager of Bartell Broad- 
casting Corp., has a wide back- 


former national 


ground in radio and television, 
ranging from national sales and 
station management to produc- 
tion, programming, sales promo- 
tion and advertising. Most re- 
cently a consultant to several 
station representative firms, Mr. 
Theg has been general manager 
of witp Radio Boston and WMTV 
Madison, Wis. 
























LET US BE YOUR 
NEW YORK OFFICE 
24-hour, 7 days a week, service 
specializing in tv and radio industry. 
PLAZA 9-3400 
Telephone Message Service 
E. 56th St., New York City 













The case of 
the reluctant 
advertiser 











Every television salesman has a few prospects who 
should be customers but who, for one reason or 
another, won’t try the medium. Some of these 
merchants and distributors have never used tv. 
Others were victims of poorly planned or badly 
executed campaigns. 


For prospects like this you couldn’t ask for a 
better convincer than the one TELEVISION AGE 
is offering. Our exclusive series of product group 
success stories includes literally dozens of actual 
experiences in television by firms in every busi- 
ness group. 

One of these product group stories will fit your 


reluctant prospect—it may well be the convincer 
you need to make that sale. 


Product group stories available in reprint 
form are listed on the order blank on this page. 
Fill it out and return it today. 











Reader’s Service 


Television Age 


444 Madison Ave., New York 22, N. Y. 


Please send me reprints (25c each, 
20c in lots totalling 10 or more) of 
the Product Group Success Stories 
checked : 


No. Number of copies 
33. Auto Dealers — 
44. Bakeries — 
42. Banks & Savings Institutions — 
26. Beer & Ale - 
36. Candy & Confectionary Stores’ - 
22. Coffee Distributors - 
31. Cosmetics & Beauty Preparation - 
24. Cough & Cold Remedies - 
41. Dairies & Dairy Products — 
27. Department Stores 

14. Drugs & Remedies 
43. Drug Stores 

4. Dry Cleaners & Laundries 

18. Electric Power Companies 
25. Electrical Appliances 

17. Farm Implements & Machinery - 
46. Furniture & Home Furnishings - 
19. Gas Companies ~-- 
47. Gasoline & Oil - 

5. Groceries & Supermarkets - 
10. Hardware & Building Supplies - 
45. Home Building & Real Estate 
21. Insurance Companies - 

8. Jewelry Stores & Manufacturers - 
23. Men’s Clothing Stores - 
29. Moving & Storage — 
38. Newspapers & Magazines —- 
9. Nurseries, Seed & Feed — 
35. Pet Food & Pet Shops - 
40. Pre-fab Housing - 
28. Restaurants & Cafeterias 

16. Shoe Stores & Manufacturers 

11. Soft Drink Distributors —— 
13. Sporting Goods & Toys —— 
20. Telephone Companies — 
30. Television & Radio Receivers —— 
39. Theatres —- 
37. Tires & Auto Accessories —— 
12. Travel, Hotels & Resorts — 
32. Weight Control - 
34. Women’s Specialty Shops - 


Name 
Company____ 
Position. ___ 


Address 


(EES See 


State : 


C1 I enclose payment 


(C Please enter my subscription for TELE- 
VISION AGE for one year at $7. As a 
premium I will receive a copy of the 
Source Book of Success Stories which 
includes the second 15 of the above 

Product Groups. 
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Richard E. Reed has been named sales 
manager of WLW-c Columbus, it has 
been announced by Walter Bartlett, 
general manager. Mr. Reed has been 
with the Crosley stations since 1953, 
when he joined the staff at WLW-D 
Dayton as program sales coordinator ; 
he transferred to Columbus and 
WLw-c in April 1954 as sales-service 
director and was made sales account 
executive in 1956. 


UNION STARCH & 

REFINING CO. 

(Baer, Kemble & Spicer, Cincinnati) 
For a new spray-starch called Liquid Mist 
REDDI STARCH, strong frequencies of 
animated ID’s are currently getting under 
way on stations in Indianapolis, Cleveland, 
Columbus and Cincinnati. Plans for 
autumn expansion include covering 33 
cities through the midwest, south and far 
west, according to reports. Agency presi- 
dent C. M. Spicer is the account contact. 


UNITED FRUIT CO. 
(BBDO, New York) 


As it’s done during the hot weather, 
CHIQUITA BANANA set four-week 


schedules in a small group of markets to 
start early this month. Both day and night 
minutes, 20’s and ID’s are used. Hope 

Martinez is the timebuyer. 


U. S. BORAX & CHEMICAL 
co. 

(McCann-Erickson, Inc., L.A.) 

At issue date, 20 MULE TEAM BORAX 
kicks off a six-week spot promotion in 130 
markets, offering a perfume premium for 
$2 and a boxtop. Nearly 3,500 spots are 
slated to run, with additional announce- 
ments on the company’s Death Valley Days 
program in 75 markets. Western office 
manager David Hopkins is the contact. 


WAGNER BAKING CORP. 
(Charles W. Hoyt Co., Inc., N.Y.) 
Trying something new in its advertising 
approach, the baker of “Mrs. Wagner’s” 
pies has rechristened its product BILLY 
WAGNER pies and embarks late this 
month on a concentrated effort in kid 
shows. In New York 15-minute program 
buys were made of Casey Jones and 
Superman on wrix (with a scattering of 
spots also used), and spots were set in 
several WNEW-TV shows. Bought on WGN-TV 
Chicago was Three Stooges; in Cleveland, 
Popeye on KYw-Tv. The New York place- 
ments run 13 weeks; the other markets 
will run about 10 weeks. A special 
“twirling lariat” offer is the featured 
promotion item. Doug Humm is the buying 
contact, 


WARNER-LAMBERT 
PRODUCTS DIV. 


(Ted Bates & Co., Inc., N.Y.) 
Following the program outlined here July 
11, ANAHIST will be using spot place- 
ments in chosen markets as supplements 
to its network spot-carriers. About 15 areas 
have been set to kick off 26 weeks of 
mostly nighttime minutes after Oct. 1. 
Additional markets should be picked up 
as the colds-season nears. Chet Slaybaugh 
is the timebuyer. 





to them.” 


tv promotion effort. 





Rambler Dealers’ Seattle Success 


A 13-week campaign currently on KOMO-TV Seattle on behalf of the 
Northwest Rambler Dealer Association, with six dealers participating, 
has had such sales results that a 13-week renewal has been signed for 
the association and additional Rambler dealers. 

Indicative of the success of the commercials, scheduled in KOMO-Tv’s 
Deadline newscast (10-10:30 p.m. nightly) four times a week, are the 
comments of B. J. Alley, president of Lake City Rambler, in a letter to 
the station: “This is to inform you of what we believe to be outstanding 
results from our series of spot announcements during the past two weeks. 

“Two recent purchasers of Ramblers volunteered the information that 
they had seen this series, therefore making the sales directly traceable 


The 13-week renewal increases the scope of the campaign to seven 
announcements weekly, using Deadline five times a week, plus week-end 
spots in Championship Bowling and KOMO-Tv’s movie presentation. 
Only KoMo-TV is being used in the Seattle-Tacoma market for this dealer 
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One of a series: 
Changing Television 
Markets 





South-Central Area: Kentucky, Tennessee and West Virginia 









Three south-central states bask in the warm sun of post-war prosperity 


Fon a wide and wealthy strip through the 
center of the eastern portion of the nation, 
the three states of West Virginia, Kentucky and 
Tennessee are typical of America’s development 
from total reliance on natural resources to a 
place of leadership among industrial countries. 

Kentucky and Tennessee were settled soon 
after the nation’s birth and, while not among the 
original 13 states, were the 15th and 16th, in 
that order. Principal resources were their rich 
farmlands and minerals, and these two, together, 
produced the wealth which built the population 
steadily until modern industrialization was 
ready to take over at the end of World War II. 





West Virginia, with its: mountainous terrain, 
was more slowly developed, although its min- 
eral resources were discovered early in the 
country’s history. Chemical and _ industrial 
growth today brings the greatest promise the 
state has ever known. 

Kentucky, the Blue Grass State, is made up 
of rolling farmland which rises from ar eleva- 
tion of 300 feet at the Mississippi to 2,000 in 
the eastern Cumberland and Pine mountains. 
It was the goal of many of the nation’s pioneers 
who poured through Cumberland Gap to find 
the land of promise beyond the mountains. 

It is rich in timberland, with oak, hickory, 





WHEELING: llIHUUR TV MARKET 


tation Reaching The Booming Upper Ohio Valley 
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walnut, sycamore, tulip, pecan, ash 
maple, willow, gum, rhododendron 
and laurel trees in abundance. It 
has bituminous coal, petroleum, 
natural gas, flourspar, cement, rock 
asphalt and clay. 

Coal mining is an important in- 
dustry, with production in 1957 
reaching 74 million short tons, valued 
at $340 million. Tobacco products, 
meat packing, woodworking, flour, 
cotton goods are produced. Agri- 
culture products totaled $603 million 
in 1960, and there were about 194,- 
000 farms in the state. Of this farm 
income tobacco supplied the biggest 
part, with some 325 million pounds 
of burley and dark produced. Wheat. 
corn, oats, hemp, potatoes and fruits 
were among the crops. Cattle, sheep 
and hogs are raised throughout the 
state. 

Largest of the Tennessee Valley 
Authority chain is the Kentucky Dam 
20 miles from the juncture of the 
Tennessee and Ohio rivers at Padu- 
cah. It is 6,422 feet long and rises 
206 feet from bedrock. 


Gold Depository 


Kentucky is the home of Fort 
Knox, where the nation’s gold re- 
serve is kept, and of Mammoth Cave, 
which is located in a national park 
40 miles from Bowling Green. 
Growth of the state has been a 
1800 the census 
showed 220,955 persons living in 
Kentucky. By 1850 this number had 
grown to 982,405 and 50 years later 
in 1900 to 2,147,174. By 1950 the 
figure was placed at 2,944,806, and 
the 1960 census estimate is 3,061,200. 
Retail sales in Kentucky last year 
totaled $2,732 million, while in 1958 
they were estimated at $2,426 mil- 
lion. Effective buying income in 1960 
is estimated at $3,990 million, while 
in 1958 it came to $3,727 million. 
Television growth has been steady. 
Nielsen’s 1960 estimates show that 
622.170 of the 831,000 homes are 
television-equipped. There are five 


steady one. In 


stations in the state. 

Just south of Kentucky is Tennes- 
see. the Volunteer State, with moun- 
tains on the east, a central basin and 
a plateau in the west, sloping toward 


the Mississippi. It has a large lum- 


Film Processors 


Caldwell Films, 4689 Violet, Memphis 

Continental Film Productions, 539 Vine St., 
Chattanooga 

Eastern Film Service, Kingsport, Tenn. 

Paul T. Fogarty Jr., 1937 Cumberland Ave. 
S.W., Knoxville 

M.P.L., Inc., 781 South Main St., Memphis 

Samuel P. Orleans & Assoc., 211 West 
Cumberland Ave., Knoxville 

Bill Tracy Photography, 523 Central Ave. 
South, Knoxville 





ber production of oak, yellow pine, 
gum, poplar, hickory and cedar. A 
variety of minerals includes coal, 
cement, phosphate rock, zinc, ferro- 
alloys and clay. 

For many years an agricultural 
state but now turning more and more 
to industry, farm products last year 
were valued at $544 million, as com- 
pared with $512 million in 1958. 
There are 203,000 farms, with value 
of output about equally divided be- 
tween field crops and livestock. Cot- 
ton, corn, tobacco and hay are the 
principal income producers. 

Manufacturing payrolls are now 
about twice farm income in Tennes- 
see, with chemical, textiles, foor proc- 
essing, apparel manufacture, printing 
and publishing, paper manufacture, 
metal working and lumber products 
all heavily represented. 

The state has the headquarters for 
the TVA in Knoxville and shares in 
the Federal reservoir developments of 
that system. Oak Ridge, the atomic- 
energy capital, is in Tennessee. 

Tennessee’s growth has been even 
faster than that of Kentucky. In 1800 
there were only 105,602 people in the 
state. By 1850 this number had 
multiplied to 1,002,717 and in 1900 





to 2,020,616. In 1950 the state pop- 
ulation was counted at 3,291,718, and 
the recent 1960 census totals are 
3,574,000. 

Retail sales for 1959 are estimated 
at $3,477 million, as compared with 
$3,099 million in 1958. Effective buy- 
ing income this year is put at $4,830 
million, while in 1959 it was $4,376 
million. 

It is estimated that 78 per cent of 
Tennessee’s 962,900 homes are tele- 
vision-equipped, for a total of 751,- 
290. There are 14 television stations 
within the borders of the state. 

West Virginia, 
Mountain State, was a part of Vir- 
ginia until the War Between the 
States, when it broke away by voting 


well-called the 


against secession and forming its own 
government. It is the nation’s lead- 
ing producer of bituminous coal 
with 118 million short tons in 1958. 
It is a steel center, has oil refining 
and aluminum manufacturing. There 
is a fast-growing chemical production 
area in the Ohio and Great Kanawha 
river valleys. 

Other manufacturing includes tex- 
tiles, pottery, chinaware and _ bottle 
making. There is a large lumber in- 
dustry finishing the state’s natural 
crops of yellow poplar, birch, ash, 
oak, spruce, hemlock and walnut. 

Agriculturally, West Virginia pro- 
duced $116 million on its 68,583 
farms in 1959. Chief products are 
livestock, poultry, corn, oats, wheat, 
hay, potatoes, apples, peaches, plums 
and grapes. 

The world’s largest radio telescope 
is being built by the U.S. Navy near 
Sugar Grove. 

When ‘the first count of West Vir- 


ginia population was reported sepa- 





Kentucky Agencies 


Lexington: 
Southern Adv., 432 West Short St. 


Louisville: 

Fred R. Becker Adv., 981 S. Third 

Bluegrass Adv., 850 S. Third 

Davis Adv., Starks Bldg. 

Doe-Anderson Adv., Commonwealth Bldg. 

Jack M. Doyle Adv., Fincastle Bldg. 

Farson, Huff & Northlich Adv., Republic 
Bldg. 

Fessel, Siegfriedt, Dooley & Moeller, Com- 
merce Bldg. 

Robert E. House Adv., Citizens Bldg. 


with Tv Accounts 


Kentuckianan Adv., Fern Valley Rd. 

M. R. Kopmeyer Co. Adv., Center Bldg. 

Madison Adv., Heyburn Bldg. 

Mullican Co., 310 W. Liberty 

Phillips Adv., Commonwealth Bldg. 

R. C. Riebel Adv., Columbia Bldg. 

Siegel, Colgrove & Assoc., 4050 Westport 
Rd. 

W. J. Smith Co., Commonwealth Bldg. 

Edw. J. Spahn Co., Fincastle Bldg. 

Staples Adv. Co., Speed Bldg. 

Tel-Ra Productions, 136 South Fourth 

J. Mac Wynn Adv., Commonwealth Bldg. 

Zimmer-McClaskey, 1469 S. Fourth 
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rate from that of Virginia in 1850 
there were 442,014 people in the 
state. By 1900 this figure had grown 
to 958,800 and by 1950 to 2,005,552. 
There was a slight drop during the 
past 10 years, and the 1960 popula- 
tion totals 1,962,000. 

In spite of this slight decrease in 
number of people, state boosters are 
optimistic because of the increasing 
strides of the new industries, princi- 
pally connected with chemicals and 
their production. In 1959 retail sales 
totaled $1,661 million and effective 
buying income $2,819 million. The 
income showed a substantial increase 
from the $2,710 million estimated in 
1958. 

Some 403,540 of the 572,600 
homes in West Virginia have tele- 
vision sets. There are nine stations 
in the state. 

Lexington is a business and cul- 
tural center in eastern Kentucky, at 
a point where two of the new national 
interstate super-highways will inter- 
sect. It is the home of the state uni- 
versity and several smaller colleges. 
Known as an agricultural center, it 









The nation's 
17th market 

in retail sales 
per household* 


Git theFosta 


From WKYT-TV 
(Young TV) 


or WLEX-TV 
(Bolling) 


*Sales Management. 
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is nationally famous for the breeding 
of standard-bred and thoroughbred 
horses. 

The city has a population esti- 
mated at 65,300 and effective buying 
power of $110 million. The Lexing- 
ton metropolitan area, which in- 
cludes all of Fayette County, has a 
population of 125,000 and an effec- 
tive buying power of $203 million. 

There are two television stations 
in Lexington: WKYT, channel 27, and 
WLEX-TV, channel 18. 

WKYT went on the air as WKXP-TV 
Sept. 19, 1957. On June 2, 1958, it 
was sold to the Taft Broadcasting Co. 
by Frederic Gregg, Charges Wright 
and Harry Feingold, who had ac- 
quired the channel 27 cp from Gil- 
more N. Nunn in 1957. Just before 
the sale to Taft the station became a 
CBS-TV affiliate. Under the 
ownership WKYT facilities were ex- 
panded until it now telecasts with 
215 kw power. Located at 1087 Cir- 
cle Rd., N.E., the station is repre- 
sented nationally by 
vision Corp. Some ABC programs are 


new 


Young Tele- 


carried as well as those from CBS- 
TV. 


Robert C. Wiegand is general man- 
[=] D5 


| ager of the station, and Ray Balsom 


| “Outstanding 








| rie Bell, 


television service. 


sales manager. 


Future Bright 
“In my opinion, central Kentucky 
has a very bright future, and its cur- 
rent rate of growth helps to verify 
my opinion,” says manager Wiegand. 
industries such as 
IBM, D, General Electric 


and others have moved into the area. 


Square 


and there will most assuredly be 
more. I am confident that television 
holds a very important place in the 
future and the development of Lex- 
ington and central Kentucky. Though 
somewhat close to Cincinnati and 
Louisville, the area is large enough 
to warrant and deserve its own local 
The tremendous 
gains that both local stations have 
made certainly tend to prove this 
theory.” 

WLEX-TV, Russell Cave Pike, went 
on the air March 15, 1955. It is 
owned by the Central Kentucky 
Broadcasting Co. (44.44%); J. D. 
Gay, Jr., president (28%); H. Guth- 


secretary-treasurer, and 





several minor stockholders. 

The station telecasts NBC-TV and 
ABC-TV programs with 300 kw 
power. It is represented nationally by 
the Bolling Co. Earl L. Boyles is 
vice president and general manager; 
Harry C. Barfield is station man- 
ager, and J. M. Pennock sales man- 
ager. 

Louisville, with its central loca- 
tion, has enjoyed a tremendous 
growth during the past decade and 
shows promise of continuing to ex- 
pand. During the past 10 years 
Louisville employment has gone up 
21 per cent, wages 91 per cent, per- 
sonal income 71 per cent, retail sales 
61 per cent, total homes 33 per cent 
and money in circulation 94 per cent. 


Industry Grows 

New industries continue to come to 
the area. General Electric’s mammoth 
Appliance Park, with 4% million 
square feet of manufacturing space 
and 600,000 square feet of office 
space, is believed to be the largest 
single new industrial facility con- 
structed in the south during the past 
10 years. The area has become a 
major metals, machinery and equip- 
ment center. At the same time there 
has been continued growth of the 
food, beverage and tobacco indus- 
tries. There has been expansion in 
the chemical field. Louisville’s metro- 
politan area has an estimated popu- 
lation of 702,000 and an effective 
buying income of $1,225 million. 

Louisville has two television sta- 
tions—WAVE-TV, channel 3 _ and 
WHAS-TV, channel 11. 

WAVE-TV, 725 South Floyd, was the 
first television station in the state, 
going on the air Nov. 24, 1958, as 
a channel 5 outlet. From the first 
an NBC-TV affiliate, the station has 
prided itself on public-service and 
civic-interest programming. During 
the years it has piled up countless 
awards in these fields. In May 1953 
the station switched to channel 3 and 
increased its power to 100 kw, op- 
erating from a new tower and .trans- 
mitter. 

The outlet is owned by George W. 
Norton Jr., president (98.4%); Na- 
than Lord, vice president and gen- 
eral manager (.8%), and Charles C. 
Leonard, secretary-treasurer (.8%). 
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* Ralph--Jackson-is~commercial “man- 
ager, and the station is represented 
nationally by NBC Spot Sales. 

“We feel that the Ohio River Val- 
ley growth of business, industry and 
culture will be greater in the future 
and surpass its growth in the past,” 
says Mr. Jackson. “The Louisville 
area, of course, is a determining fac- 
tor in this. For example, General 
Electric in the past few years has 
moved its complete major appliance 
division to Louisville, along with 
many others. Television can give 

greater visual circulation and impact 

than any other advertising medium, 
and, therefore, it is heading to new 
records, WAVE-TV has been a leader 
in delivering circulation and opening 
up a wider market in this Ohio Val- 


° 


ley. 


First Full Power 


WHAS-TV, 525 West Broadway, 
went on the air on. March 27, 1950, 
on channel 9. It became the nation’s 
first full-power, 316 kw station on 
Feb. 7, 1953, and at the same time 
moved to channel 11. A CBS-TV 
affiliate, the station prides itself on 
its strong line-up of local programs, 
which have won many national 
awards. The station has had its own 
local daily newsreel since going on 
the air and is a video-tape pioneer. 

WHAS-TV is owned by the same 
group which owns the 
Journal, with Barry Bingham presi- 
dent, Mark F. Ethridge vice presi- 
dent, Lisle Baker Jr. vice president, 
and Victor A. Sholis vice president 
and director. George E. Johnson is 
sales manager, and the station is rep- 
resented nationally by Harrington, 
Righter & Parsons. 

“We have every reason to believe 
that the Kentucky and southern Indi- 
ana area served by WHAS-TV will con- 
tinue the strong growth it has shown 
in the past decade,” says Mr. Sholis. 
“I believe that television will exert 
an even greater influence in the com- 
munity’s thinking. In spite of the 
propaganda barrage being leveled by 
competitive media, we know from 
reaction to our own programs that 
television has no equal in its ability 
to move people to respond .. . 
whether it be to contribute, buy or 


Courier- 
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act for ‘community betterment.” 

Paducah is a growing marketing 
and industrial center that also serves 
one of the state’s most popular va- 
cationlands in the Kentucky Lake 
The Union Carbide Nuclear 
Co. employs nearly 2,000 annually 
and has a payroll of over $10 mil- 
lion. Chemical and metallurgical in- 
dustries in the Calvert City area em- 
ploy a like number. 


area. 





The Paducah metropolitan area has 


a population estimated at 57,000 and 
buying power of more than $85 mil- 


lion. 


The television station in Pa- 
ducah is WPspD-Tv, channel 6. 
Located at 408 Kentucky Ave., 


WPSD-TV went on the air May 28, 


1957. 
owned by 


It is an NBC-TV affiliate, 


Paducah Newspapers, 
Inc., with E. J. Paxton president, and 
Edwin J. Paxton Jr. vice president 





Kentucky Statistics 




















Net 
x. lers Per Per 
Counties ($000) Capita Family 
C0) ea 16.7 15,376 921 3,576 
Allen 12.6 13,041 1,035 3,525 
Anderson 8.1 10,012 1,236 4,353 
Ballard 9.2 9,842 1,070 3,516 
Barren 30.6 35,411 1,157 3,979 
Bath ... 10.2 9,956 976 = 3,687 
Bell 32.6 29,851 916 3,827 
Boone 22.5 28,823 1,281 4,504 
Bourbon 16.6 23,214 1,398 4,836 
Boyd . 55.7 81,628 1,465 5,335 
Boyle 19.6 28,501 1,454 4,750 
Bracken 74 9,133 1,234 4,151 
Breathitt .... 19.3 13,308 690 3,412 
Breckinridge 14.5 15,697 1,083 3,829 
Bullitt . 164 19,258 1,174 4,187 
Butler .... 10.9 9,626 883 3,702 
Caldwell . 119 15.295 1,285 4,249 
Calluway .............. 20.2 25,039 1,240 4,105 
Campbell 87.7 140,401 1,601 5,181 
Carlisle .. 6.2 6,428 1,037 3,781 
Carroll . 76 10,343 1,361 4,497 
Carter .... 22.3 20,079 900 3,788 
Casey .... 174 14,992 862 3,657 
Christian - 60.5 76,530 1,265 7,653 
Clark .... 18.4 24,865 1,351 4,692 
Clay ... 24.3 17,695 728 3,611 
Clinton ..... 10.0 8,465 847 3,680 
Crittendoa .. 10.0 10,056 1,006 3,591 
Cumberland 9.7 8,614 888 3,446 
Daviess .. 66.5 95,360 1,434 4,890 
Edmonso 7.9 6,893 873 3,447 
Elliott 70 5,568 795 3,977 
Estill 13.2 13,073 990 3,845 
Fayette .. 125.4 203,476 1,623 5,652 
Fleming 10.5 11,053 1,053 3,811 
Fleyd .... 45.4 40,854 990 4,127 
Franklin 32.0 51,651 1,614 3,271 
Fulton 10.7 13,076 1,222 4,359 
Gallatin 4.3 5,256 1,222 4,043 
Garrard 10.0 12,052 1,205 4,635 
Grant .... 9.3 10,772 1,158 3,990 
Graves 30.2 39,484 1,307 4,071 
Grayson 18.4 17,200 935 3,373 
Green .... 11.6 11,853 1,022 3,486 
Greenup 28.1 32,326 1,150 4,618 
Hancock ... 4.7 4, 1,063 3,569 
Hardin .. 738.9 120,747 1,530 8,327 
Harlan .. 50.5 34,027 1,070 4,540 
Harrison 13.9 18,722 1,347 4,354 
Hart ......... 14.0 14,530 1,038 3,726 
Henderson 34.4 45,586 1,325 4,342 
Henry ...... 10.4 12,633 1,215 3,948 
Hickman 70 7,545 1,078 3,593 
Hopkins .. 40.2 51,865 1,290 4,322 
Jackson 13.0 10,541 811 3,514 
Jefferson 583.0 1,034,319 1,774 5,897 
Jessamine ... 12.7 17,234 1,357 4,658 
SUID» Scniceaicsicesapis 21.6 18,363 850 3,601 
SS 226,698 1,717 5,489 
Knott .... cs oe 12,092 703 3,556 
Knox 27.7 23,584 851 3,573 
Larus . 10.7 12,134 1,134 4,184 
Laurel 27.8 24,951 898 3,669 
Lawrence 12.6 11,209 890 3,503 
_ ae 8.4 7,030 837 3,515 
Leslie 18.3 13,725 750 3,813 
Letcher 27.5 24,659 897 4,042 
Lewis 13.7 13,149 960 4,109 
Lincoln - 16.6 065 1,004 3,876 
Livingston 6.8 6,485 954 3,243 
Logan -. S18 20,954 998 3,676 
TIED cnicctdecs mes 6.2 5,550 895 3,700 
McCracken -. S72 85,510 1,495 4,698 
MeCreary 12.7 9,665 761 3,580 
McLean 10.2 10,023 983 3,712 
Madison 34.5 44,831 1,299 4,670 
Magoffin 12.0 8,887 741 3,418 
Marion .. 15.5 17,049 1,100 4,736 
0! ee 16.2 18,901 1,167 3,857 


Total 

Retail 

Sales 
($000) 
10,201 
10,708 
7,394 
4,864 
29,911 
5,082 
25,856 
15,142 
18,697 
62,004 
22,287 
6,065 
5,507 
9,609 
7,601 
4,761 
11,368 


21,844 
80,919 
4,156 
9,094 
12,485 
7,730 
48,106 
23,827 
8,018 
5,414 
7,582 
4,337 
80,510 


127,227 
4,052 
9,623 
8,233 

17,924 
5,450 


37,933 
1,723 
3,060 
1,828 
4,451 
1,892 
1,015 
2,004 
4,396 
1,645 
2,372 
1,031 
4,142 
743 
16,334 
1,827 
1,242 
6,488 
1,342 
2,772 
2,741 


1,192 
3,514 


1,145 
204 


103 


(Continued on page 75) 
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and managing director. Sam _Liv- 
ingston is general manager, and 
Charles M. Neel sales manager. The 
station is represented nationally by 
John E. Pearson Television. 

“The future of the Paducah area 
can be logically deduced from the 
marked changes which have occurred 
since 1948,” says director Paxton. 
“These changes indicate the replace- 
ment of a fundamentally agricultural. 
corn-hog-tobacco economy by a 
highly diversified and year-round 
tourist-recreation activity. Paducah is 
the growing industrial, retail and 
wholesale center of a broad trade 


area. 
Farming Thrives 


“Agriculture remains healthy here, 
primarily because of a shift from the 
old basic cash crops to dairying, 
beef cattle, fruits and truck vege- 
tables to supply the growing towns. 
Paducah’s television has had the 
effect of enhancing the city’s attrac- 
tion as a trade, shopping and service 
center of its area. WPSD-TV is the 
only station in western Kentucky or 


northwestern Tennessee. From the | 


first, we have sought to serve the in- | In Chattanooga, Tennessee 


terests of the people of the entire 
region.” 

Chattanooga, cultural and indus- 
trial center of southern Tennessee, 
has more than 500 industries within 
its metropolitan area. Historically, 
the city is located in ‘the heart of 
what was the Cherokee Nation be- 
fore the tribe was uprooted and 
moved to Oklahoma. Its growth was 
rapid after the War Between the 
States, and today the city boasts a 
population of 290,000 inside its met- 
ropolitan area. Its buying income is | 
estimated at $442 million. Its mild | 
climate, scenic mountain background, 
lakes and rivers make it a popular | 
resort area. 

There are three television stations | 
in Chattanooga: WDEF-TV, channel | 
12; wrep-Tv, channel 3, and wtve, | 
channel 9. 

WDEF-TV, 330 Broad St., is owned 
by 160 stockholders. Carter M. Par- 
ham is president (21.58%), Z. Car- 
ter Patten vice president (5.59%), 
Edward Finlay Jr. _ secretary 
(13.37%), and Alex Guerry Jr. | 



























treasurer (1.67%). 

The station went on the air April 
25. 1954. Power was increased to 
316 kw in December 1956. In No- 
vember 1958 the station moved to its 
new Broadcast Center with floor area 
of 32,442 square feet. A CBS-TV 
affiliate, the station is represented 
nationally by the Branham Co. Otis 
H. Segler is general manager, Morris 
Quave program operations manager. 

President Parham says: “Chat- 
tanooga, with its diversified indus- 
try (over 500 plants manufacturing 
over 1,500 different articles), its 
abundant water supply, its low-cost 
electricity, its strategic location at 
the crossroads of the southeast, is 
looking forward to the greatest 
growth in its entire history. Tele- 
vision has already demonstrated its 
importance in the community and will 
have an even bigger part in its fu- 
ture.” 

wrep-Tv, 1214 McCallie Ave., is 
owned by wstv Steubenville, Ohio 
(70%), and Follansbee Steel (30%). 
A Friendly Group station, Jack 
Berkman is president, John J. Laux 
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@ IN NEW YORK: Lee Gaynor..... OX 7-0306 
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More to see on Channel 3 with NBC. 
Dominates the key corners of Tennessee, 
Georgia and Alabama where over a million people 
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WDAI-TV 


JACKSON, TENNESSEE 





is the center of a 
$400 million market. 








Check these facts: 


WDXI-TV covers 716,000 peo- 


ple in the Midsouth. 


WDXI-TV covers a market with 


194,000 households. 


WDXI-TV carries 194 top net- 


work daytime and nighttime programs 
a week from CBS and ABC. 


WDXI-TV is a basic station for 


coverage of the Midsouth. 


Hit the bull's eye for sales with your 


schedule on WDXI-TV 


Call Venard, Rintoul & McConnell, 
Inc. for availabilities today. 


WDXI-TV 


JACKSON, TENNESSEE 





John E. North, Manager 
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executive vice president, Harry D. 
Burke vice president and general 
manager, and George More sales 
manager. The station is an NBC 
affiliate and is represented nationally 
by H-R Television. 

WRGP-TV went on the air May 6, 
1956, and operates with 100 kw 
power. Strong local programming 
and wide promotion have built the 
station’s audience to a high point. 

“To reduce the growth potential to 


| measurable facts, rather than wishful 


thinking, ‘let’s look at the record,’ ” 
says general manager Burke. “Over 
100 new manufacturing plants have 


| been established in Chattanooga since 


| immediate 


1950; nearly 100 existing plants have 


| been materially expanded and en- 


larged. With 9,000 acres of excellent 
sites for industrial expansion, excel- 
lent and abundant water supply, 
Chattanooga is on the 10,000-mile 
inland waterway system and currently 
has 13 privately owned docking fa- 
cilities. So with excellent transpor- 
tation, both by rail and water, and a 
delightful climate, the continued ex- 
pansion and industrial growth are 
documented by the past.” 

wtvc, Taft Highway, is owned 
by the Martin Theatres of Georgia. 
E. D. Martin is president, Roy E. 
Martin Jr. vice president, and C. L. 
Patrick R. R. 


Owen is general manager, with Joe 


secretary-treasurer. 


Windsor commercial manager. 
Insured Future 


The station is affiliated with ABC- 
TV and is represented nationally by 
Young Television Corp. It went on the 
air Feb. 11, 1958, and telecasts with 
316 kw power. It has relied heavily 
on live local shows, including as 
many as 28 hours of this classifica- 
tion a week, 

“Chattanooga’s economic future is 
insured through a healthy balance be- 
tween industry, .agriculture and the 
some $35 million in tourist and con- 
vention income pouring in vearly.” 


| says Mr. Owen. “The city’s progres- 


siveness is in evidence everywhere. 
Soon the ‘Golden Gateway’ project 


in downtown Chattanooga will give 
our city a landmark equal to Look- 
out Mountain and its incline. The 
Chatta- 


acceptance of 


nooga’s third station, WTVC, convinces 
me that competition fosters better 
and more business. The three sta- 
tions are making local businessmen 
more aware of the advantages tv ad- 
vertising has to offer, and local use 
of tv is at its highest peak. Nationally 
speaking, more advertisers are cur- 
rently running on the three stations 
than ever before.” 


Growing Area 


Jackson, in Madison County, about 
halfway between Memphis and Nash- 
ville, is the trading center for a 
growing region. Madison County has 
a population estimated at about 
60,000, with buying income of $80 
million. 

Television Jackson is 
WDXI-TV, channel 7, in the Williams 
Building. The station is owned by 
Dixie Broadcasting, Aaron R. Rob- 
inson, president (70.67%); Dr. 
Frank M. Davis, vice president 
(6.67%): Dave M. Palmer Jr., vice 
president (6.67%), and Harold L. 
Simpson (6.67%). 

WDXI-TV went on the air March 6, 
1955, and carries CBS-TV and ABC- 
TV programs. It telecasts with 83.2 
kw power. John E. North is vice 
president and general manager, and 


station in 


the station is represented nationally 
by Venard, Rintoul & McConnell. 
Commenting on the future of the 
area, Mr. North “The rich 
Tennessee Valley area in which chan- 
nel 7 is located has not begun to 
reach With 
ample water, a plentiful labor supply 
and local and state governments most 
coming 


says: 


its growth potential. 


friendly to industry, the 
vears should see our area multiply in 
diversified industries. A current ex- 
ample is the multi-million-dollar pulp 
installed at 


Counce. Tenn.. some 35 miles from 


mill which is being 
Jackson. 

“Local commercial, financial and 
service outlets are too numerous to 
list. They cover almost every con- 
ceivable line of endeavor. Access to 
these products and services is one of 
the major advantages. The area is 
served by three major railroads: the 
Gulf. Mobile & Ohio, the Illinois Cen- 
tral and the Louisville & Nashville. 
Federal and state highways connect 
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es with all parts of the country. Truly their membership have determined to _— Sullivan County. Population is esti- 
er Jackson and the surrounding area get out and work to make these ad- mated at 280,000, while estimated 
la- have much to offer. It is a good sign _—- vantages known.” buying income is about $371 mil- 
en for the future that the various The Johnson City-Bristol-Kingsport _ lion. 
d- Chambers of Commerce, civic organi- _— metropolitan area, at the northeast The television station in Tennessee 
~ zations and the men who make up ern tip of the state, is located in is WJHL-TV, channel 11, 145 West 
y Sa Statisti Main St., Johnson City. (wcys-Tv 
Ir- S ate ee Statistics Bristol is just across the border in 
a —_— ie Buying Income— Total Weng gt a age Z 
‘ > see a Retell Auto- ” Virginia. For statistics see Va., 
ie lars Food motive rugs : . ; 
Counties ation ($000) Capita Family ($000) ($000) ($000) ($000) N.C., S.C. market study.) It is owned 
Bedford 21.4 13.712 ison a8 isaas ‘Sasr <aes ” by WJHL, I ith W H. L 
R , 4,306 626 y . Inc., wi 4 “as 
Benton 14.0 14,391 1,028 3,787 8,510 2,021 1,949 232 sy “ite . = : saaseee 
Bledsoe - 8.0 6,561 820 4,101 3,564 1,001 377 116 Sr. chairman (29.34%), W. H. Lan- 
——— oe ee ee eh sehen ood meee 
z 8,269 1,809 caster Jr. president and general man- 
ut Campbell 28.7 26,433 ‘921 4,005 21,668 6,444 5,083 "489 Loma» - : Be 
. Cannon 9.1 9,104 1,000 3,958 5,200 1,355 1,519 196 §«6=- ager (41.32%), Evelyn F. Lancaster 
Carroll 26.1 29,447 1,128 3,926 17,279 4,293 4,720 458 ~ Sige 2 
Pe Carter - 44.5 53,623 1,205 4,831 28,048 8,469 5,232 943 (29.34%), and Virginia Wiley, sec- 
Cheatham 9.0 9,508 1,056 3,962 4,409 990 970 160 ‘ 
as Chester . 8.9 8,815 990 = 33,833 6,364 1,417 1,081 193 retary-treasurer. 
Claiborne - 22.1 18,771 849 3,610 7,822 1,227 1,390 411 . : 
at Chay ..... 7.6 6.465 851 3,592 2168 207 145 167 The station went on the air Oct. 
Cocke _ 23.1 20,587 891 3,549 12,939 4,025 1,848 511 9 i : ° 
80 Coffee 29.1 31,936 1,097 3,943 22,895 5,659 3.972 736 26, 1953, after several difficulties. 
Crockett -. 14.2 17,904 1,261 4,712 9,437 2,382 843 418 ; : 
Cumberland 22.3 19,630 880 3,775 14,770 3,892 3,927 334 The tower collapsed Just nine days 
? Davidson ... 380.1 648,457 1,706 6,021 511,640 124,620 90,375 16,399 ae : 
is Decatur .... 6.9 6,424 931 3,569 5,568 1,154 697 116 before it was scheduled to go on, but 
DeKalb 12.1 11,022 911 3,674 7,143 1,310 1,499 267 : : 
ms Dickson 20.1 21,217 1,056 3,858 14,697 3.433 2°50 537 cooperation by suppliers and staff 
Dyer ..... 25.0 ; 1,227 4,383 30,087 7,255 6,229 818 bled . 
by Fayette - 21.9 18,276 ‘835 3,655 9,507 2,950 1,297 isa «enabled a start, using a 60-foot stub 
; Fentress - 14.9 11,578 777 ~—«-33,618 6,587 524 1,595 73 ary 
»b- Franklin 24.3 25,781 1,061 4,226 18,274 4,262 3,769 176 tower even though there was no roof 
Gibson - 41.5 52,979 1,277 4,343 39,342 8,817 971 1,251 . : 
or. Giles : aa 27,985 1147 4.240 17,416 2:567 2499 "aoa on the transmitter house. The station 
rainger . 2.5 1,094 888 3,698 619 7388 814 102 » a , 7 
ont Greene 46.9 51,877 1,106 4,184 32,522 7,016 7,652 964 now operates with 316 kw power and 
Grundy 13.1 10,214 780 3,405 5,943 1,137 — oe . . ; 
ba Hamblen (32.6 aes 1,226 soa7 20275 7988 «11473 a is represented nationally by John E. 
amilton _ 253.3 866 1, 1 1 87,831 57,104 11,240 tat : : 
L. Hancoek 1 623 e710 3486 196s = oor —, Pearson Television. J. Will Hall is 
ardeman 23.6 19,629 832 3,635 12,193 2,463 2,403 383 : “ts ee 
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“The future of the Tri-Cities area 
is extremely bright, with new indus- 
tries continually selecting this area 


as a part of their own expansion pro- 
grams,” says general manager Lan- 
caster. “As the area grows economi- 
cally, so grows This, 
coupled with the fact that no one 
newspaper can 
entire Tri-Cities area, makes tele- 
vision the only medium that can ade- 
quately reach the people at a low 
cost-per-thousand. Television contin- 
ues upward also partially due to the 
fact that it does not have to compete 


television. 


or does serve the 


with other forms of entertainment such 
as night clubs, legitimate theatre and 
the like. Our people enjoy television 
and welcome it into their homes.” 


Center for Large Area 


a distribution and 
trading center which draws from a 
large area in Tennessee, North Caro- 
lina and Kentucky. It has had a 
thriving industrial growth in recent 
years. The Knoxville metropolitan 


Knoxville is 


area is estimated to have a popula- 
tion of 375,000 and an effective buy- 
ing power of $570 million. 

There are three television stations 
in Knoxville: WATE-Tv, channel 6; 
WBIR-TV, channel 10, and WTVK, 
channel 26. 

WATE-TV, 612 Gay St., S.W., is 
owned by WATE, Inc., with Paul 
Montcastle (37.43%), 
Cowan Rodgers executive vice presi- 
dent (4.91%), Frank A. Tucker 
treasurer (4.28%). Clarence Beaman 
Jr. (14.2%), W. H. Linebaugh vice 
president and _ general 
(4.29%), and others. 

WATE-TV went on the air Oct. 1, 
1953, as WROL-TV, with the call let- 
ters being changed in March 1954 
under a reorganization plan approved 
by the FCC. Power was raised to 100 
kw. Avery-Knodel represents the 
station nationally, and J. T. McCloud 
is director of sales. The station is an 
NBC-TV affiliate. 

General manager Linebaugh says: 
“The accelerated economic growth 
within the past 10 years of the south- 
east, and particularly the rich 
Tennessee Valley area in which 
WATE-TV is located, basically fore- 
casts a continuing industrial boom 


president 


manager 
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and further population shifts to this 
area. With more people and more 
jobs, and resultant rising income, we 
foresee an increasing use of our 
medium by advertisers and an ac- 
celerated growth factor in tune-in 
hours due to constantly improved 
programming covering the fields of 
education, information and culture.” 
wBiR-TV, 1513 Hutchison Ave., 
went on the air Aug. 13, 1956. On 
March 1, 1960, it was merged with 
the Taft Broadcasting Co., which 
owns stations in Cincinnati, Colum- 
bus, Birmingham and Lexington. 
Officers include Hulbert Taft Jr., 
president; David G. Taft, executive 
vice president; Dorothy S. Murphy, 
treasurer; Robert Taft Jr., secretary, 
and Lawrence H. Rogers II, execu- 
tive vice president. John P. Hart is 
general manager of WBIR-TV and na- 
tional sales manager. The station is 
represented nationally by the Katz 
Agency and is a CBS-TV affiliate. 


Great Natural Resources 


Mr. Hart is impressed with the 
future possibilities, terming the area 
“one of the fastest-growing in the 
country. Not only is this region en- 
dowed with great natural resources 
and ample human resources,” he con- 
tinues, “but it lies in the center of 
the eastern part of the United States 
in a position to serve as a point of 
distribution for national accounts as 
There are 
many rapidly growing towns covered 
by WBIR-TV in 


well as manufacturers. 
the area of east 
Tennessee, southeast Kentucky and 
western North Carolina, most of the 
region lying in the rich Tennessee 
Valley. Naturally, with this develop- 
ment television will stay in the fore- 
front as a primary medium of adver- 
tising and entertainment.” 

wTvK, Sharp’s Ridge Memorial 
Park Rd., is owned by the South 
Central Broadcasting Co., with John 
A. Engelbrecht president and gen- 
eral manager (39.6%), Leighman D. 
Groves secretary-treasurer (19.8%), 
and others. The station went on the 
air Oct. 1, 1953, and telecasts with 
316 kw power. It is an ABC-TV 
affiliate. William E. Eckstein is pro- 
gram and sales manager, and the 
station is represented nationally by 





John E. Pearson Television. 
Memphis, furthest west of Tennnes- 
see cities and a famous Mississippi 
River port and transportation center, 
has a wide diversification of industry. 
It is the trading and cultural center 
for a wide area, drawing trade from 
Mississippi, Arkansas, Missouri and 
Tennessee. Some 800 manufacturing 
plants are located here. A recently 
completed $50-million Memphis har- 
bor project made its position in ship- 
ping even brighter than before. 

Population of the Memphis metro- 
politan area is estimated at 590,000 
and effective buying power at over 
a billion. 

Memphis has three television sta- 
tions: WHBQ-TV, channel 13; wMcrt, 
channel 5, and wrRec-Tv, channel 3. 

WHBQ-TV, 1381 Madison Ave., is 
owned by RKO General Radio, Inc., 
a subsidiary of General Tire & Rub- 
ber Co. T. F. O'Neil is president; 
William H. Grumbles, Norman 
Boggs, George N. Steffy, Robert 
Leder, John B. Poor, Hathaway Wat- 
son are vice presidents, and Patrick 
J. Winkler is assistant secretary and 
administrative assistant to the presi- 
dent. 

WHBQ-TV went on the air Sept. 27, 
1953, and was leased to its present 
owners by Harding College Jan. 30, 
1954. It telecasts with 316 kw power 
from an antenna 1,073 feet above 
ground. 
include Mr. 


Grumbles, vice president and division 


Station executives 
director; D. A. Noel, general man- 
ager; Gordon A. Lawhead, national 
sales manager, and Alex Bonner, lo- 
cal sales manager. The station is rep- 
resented nationally by H-R Television 


and is an ABC-TV affiliate. 
Color Pioneer 


wMcrT, 1960 Union Ave., is owned 
by the Memphis Publishing Co., 
which is a Scripps-Howard property. 
The station went on the air Dec. 11, 
1948. The pioneer station became an 
NBC-TV affiliate with the first net- 
work telecast via coaxial cable on 
March 1, 1950. The station pioneered 
in color television with network pro- 
grams in July 1954 and live pro- 
grams the following fall. On Dec. 21. 
1958. wWMCT moved into its new 
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$l-million studios, where it telecasts 
with 100 kw power from an antenna 
1,088 feet above ground. 

Since moving into the new studios 
approximately 50,000 visitors have 
toured the building, which is con- 
sidered one of the finest in the south. 

Executives of wmctT include H. 
W. Slavick, general manager; Earl 
Moreland, station manager, and J. P. 
Tucker, manager. National 
sales representative is John Blair. 

wreEc-TV, Hotel Peabody Building, 
is owned by Hoyt B. Wooten. The 
station went on the air Jan. 1, 1956, 
and telecasts with 100 kw power 
from an antenna 1,077 feet above 


sales 


ground. 
A CBS-TV affiliate, it is repre- 
sented nationally by the Katz Agency. 
Mr. Wooten is general manager, and 
Charles Brakefield sales manager. 
Nashville is the center of a huge 
trading area which extends into Ken- 
tucky and Alabama as well as 
Tennessee. Population of the Nash- 
ville metropolitan area is estimated at 
380.000, with buying income of about 
$650 million. 
Television 


in Nashville 


stations 





are WLAC-TV, channel 5; wsIXx-TV, 
channel 8, and wsM-TV, channel 4. 
WLAC-TV, 159 4th Ave., is owned 
by Life & Casualty Co. (50%), T. B. 
Baker Jr. (25%), and A. G. Beaman 
(25%). Paul Mountcastle is chair- 
man, Guilford Dudley Jr. president, 





T. B. Baker Jr. executive vice presi- 
dent and general manager, and A. G. 
Beaman secretary and treasurer. 


1954, 


WLAC-TV went on the air Aug. 6, 
and telecasts with 100 kw 


power from an antenna 1,179 feet 


above ground. 
affiliate. 


It is a CBS-TV 
Executives include Ruth C. 


Talley, assistant to the manager; 
Robert M. Reuschle, general sales 
manager, and Roy A. Smith, opera- 


tions manager. 


The station 


is a 


CBS-TV affiliate and is represented 
nationally by the Katz Agency. 


wsix-Tv, Nashville Trust Building, 


is owned by WSIX, Inc., with Louis 


R. Draughon president 


John D. Sprouse 


(59.3%), 


vice president 


(7.4%), and George J. Hearn Jr. 


chairman (18.5%). 
28, 1953, 


tion Nov. 


It began opera- 


and _ telecasts 


with 316 kw power from an antenna 
940 feet above ground. It is an 





Kentucky Statistics (Continued from page 70) 


ae yond Buying Income— 









Popu- Dollars Per 
Counties lation ($000) Capita 
Martin 10.1 6,967 690 
ST. ctiminaininaicn 17.5 23,285 1,331 
ED snnncvonsswouei 11.8 12,575 1,066 
SND  sninecsensetneh 3.5 3,060 874 
Mercer vinings! Ee 16,639 1,189 
Metealfe .............. 9.6 9,234 962 
DINIIN sonccrastacaunes 13.1 11,552 882 
Montgomery ........ 13.3 16,125 1,212 
INI ieiiihnbteisticnnas 115 10,042 873 
Muhlenberg -....... 28.1 26,490 943 
eee - 20.2 23,097 1,143 
Nieholas ............ 6.8 8,726 1,283 
Ohio ........ 17.1 17,720 1,036 
eo 13.6 14,971, 1,101 
Owen 8.2 10,548 1,286 
Owsley 7.8 5,914 758 
Pendleton 10.7 14,006 1,309 
Perry 35.8 31,205 872 
EE ainda 68.7 63,912 930 
Powell _... © 65 5,469 841 
RSS ears 34.7 34,006 980 
Robertson ............ 2.2 2,867 1,303 
Rockeastle _......... 12.5 10,621 850 
Rowan 10.6 10,414 982 
Russell 12.5 10,711 857 
SS 18,494 1,380 
Shelby 17.6 23,293 1,323 
Simpson 10.1 11,844 1,173 
Spencer 5.9 7,264 1,231 
Taylor _.. 17.2 18,438 1,072 
Todd 115 11,831 1,029 
a 8.6 8,668 1,008 
Trimble 6.2 6,397 1,230 
Union ...... 13.2 16,789 1,272 
Warren - 43.0 53,951 1,255 
Washington 115 11,825 1,028 
Wayne .- 16.5 13,399 812 
Webster 13.9 16,092 1,158 
Whitley 26.8 25,426 9419 
Wolfe _.... 6.8 5,573 820 
Woodford __......... 10.9 14,682 1,347 





The figures in the above table ar: reprinted with permission of Sales M: 


Total 
Retail Auto- 
Per Sales Food motive Drugs 
Family ($000) ($000) ($000) ($000) 
3,484 2,688 1,168 458 _ 
4,657 22,722 5,582 3,435 843 
5,716 7,577 1,007 2,184 72 
4,371 1,100 361 — — 
4,160 12,663 3,196 2,609 630 
3,694 5,133 1,041 1,074 178 
3,398 9,012 1,710 1,844 339 
5,560 16,391 3,581 2,884 585 
3,719 6,062 1,192 2,469 34 
3,486 20,497 6,340 4,752 633 
4,714 15,845 3,421 1,662 482 
3,966 4,616 1,702 800 171 
3,692 8,796 2,709 1,405 174 
4,678 9,641 2,088 4,224 353 
4,219 4,498 1,141 729 156 
3,479 1,500 847 23 _— 
4,244 7,891 2,163 1,214 250 
4,008 25,178 6,336 5,023 604 
4,123 33,912 11,094 5,623 462 
3,646 1,977 B54 205 — 
3,696 23,816 5,308 4,003 744 
1,778 559 262 _ 42 
3,662 5,733 1,060 225 245 
4,005 8,939 1,857 1,722 411 
3,455 5,961 1,444 939 248 
4,867 11,178 3,099 1,945 472 
4,659 19,586 3,994 4,131 214 
3,948 11,903 2,773 2,178 443 
4,843 6,501 912 1,368 107 
3,841 12,762 3,279 1,821 201 
3,585 7,498 1,915 586 377 
3,940 5,981 2,224 986 99 
4,265 1,879 510 246 81 
4,664 13,573 3,452 1,963 507 
4,215 52,422 10,975 9,435 1,942 
3,942 3,727 1,738 1,756 280 
3,436 7,976 2,146 1,200 345 
3,657 10,932 2,890 1,810 399 
3,795 19,557 5,156 3,672 589 
3,483 1,413 449 105 a9 
4,588 9,213 2,673 1,202 426 


om 2 the 





copyright owners, from the July 1960 Survey of Buying Power; further reproduction not licensed. 








ABC-TV affiliate and is represented 
nationally by Peters, Griffin, Wood- 
ward. E. S. Tanner is executive vice 
president and general manager, and 
James S. McMurry national sales 
manager. 

wsM-Tv, 301 Seventh Ave., is 
owned by the National Life & Acci- 
dent Insurance Co. It went on the 
air Sept. 30, 1950, and telecasts with 
100 kw power from an antenna 1,369 
feet above ground. It is an NBC- 
TV affiliate and is represented na- 
tionally by Edward Petry & Co. 

E. W. Craig is chairman, J. H. De- 
Witt Jr. president, George Reynolds 
vice president and technical director, 
Irving Waugh general manager, and 
Hi Bramham commercial manager. 

Bluefield, on the southern tip of 
West Virginia, is a mountain trading 
center which draws customers from a 
large area in both West Virginia and 
Virginia proper. It has an estimated 
population of 80,000 and effective 
buying income of about $110 million. 

Television station in Bluefield is 
WHIs-TV, channel 6, Bland St. The 
station is owned by the same cor- 
Daily Telegraph 
of which Hugh I. 
Shott Jr. is president and general 
manager (33.27%), Ned Shott vice 
president (18%), John C. Shott sec- 
retary-treasurer and station manager. 

The station went on the air July 
31, 1955, and telecasts with 50 
kw power. It is affiliated with NBC- 
TV and ABC-TV and is represented 
nationally by Select Station Reps for 
the New York-Washington area and 
Weed Tv nationally. 

“Bluefield is located in the heart 
of the Appalachian mountain range 
squarely across both the West Vir- 
ginia-Virginia state boundary lines,” 


poration as the 
Printing Co., 


a station executive points out. “This 
area, known as the central Appa- 
lachian market, includes 36 counties 
located primarily in the states of Vir- 
ginia and West Virginia and totals 
1,260,000 people, 220,250 television 
homes and retail sales in excess of 
$770,000,000 per annum.” WHIS-TV 
is the only television station in the 
central Appalachian market.” 
Charleston, capital of the state, is 
located in the south-central portion. 
It is adjacent to the Kanawha Valley, 


September 5, 1960, Television Age 75 








































"Doug Bug" 
will bite you 
if you don't 
watch out! 


They really dig "Doug" in Hunt- 
ington-Charleston! He's the com- 
ical little character who keeps ‘em 
laughing between takes on "The 
Three Stooges" . . . weekdays from 
5:00-6:00 P.M. on WHTN-TV. 


“Doug Bug"—mischievous puppet 
friend of host Bev Barton—is re- 
sponsible for the greatest mail pull 
in the program's history. 


Like to see what "Doug" can do for 
you? Call your Blair man. He'll 
tell you all about the 445,200 TV 
homes in Huntington-Charleston 
and the station that looks better 
all the time! 





WHTN-TV 


A Cowles Operation—CBS Basic 
HUNTINGTON-CHARLESTON 


BLAIR TELEVISION ASSOCIATES 
National Representatives 
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filled with a complex of chemical and 
manufacturing plants. It is a bank- 
ing and transportation center for the 
with an estimated 252,500 
people in its metropolitan area’ and 
buying income of $450 million. 


area, 


Huntington, a sister city to the 
west, industralized, 
with a fine record of growth in the 
past 10 years. Located near the West 


it draws trade from 


is also heavily 


Virginia line, 
both West Virginia and eastern Ken- 
tucky. Huntington has a population 
of 283,000 in its metropolitan area 
and effective buying income esti- 
mated at $409 million. 

The two cities are considered one 
television market with three television 
stations: WCHS-TV, channel 8; WHTN- 
TV, channel 13, and wsaz-TV, 
nel 3. 

weus-Tv, lLlll 
Charleston, went on the air Aug. 15, 
1954, with 316 kw power. The tower 
was moved from its original site on 
Tyler Mountain to Coal Mountain 10 


chan- 


Virginia St., 


miles west of Charleston and 27 miles 
from Huntington. The tower is 999 
ward and is an ABC-TV affiliate. 
WCHS-TV is owned by the Tierney 
Co., operators of radio station Wcus, 
with H. D. Battle president, John T. 
Gelder Jr. vice president and general 
manager, and C. E. Wheeler general 
sales manager. It is represented na- 
tionally by Peters, Griffin, Wood- 
ward and is an ABC-TV affiliate. 
Mr. Gelder is enthusiastic about 
the future of the area. “Undoubtedly, 
Charleston-Huntington and the Kana- 
wha Valley have one of the brightest 
futures in the United States,” he 
avers. “The great diversification of 
industry which has grown around the 
rich resources of the area has given 
it a stability equaled by few locations 
in the world. We feel that television 
will play a vital role in the future 
development of the vast hinterland 
surrounding Charleston and focus its 
attention on West Virginia’s capital 


city.” 





West Virginia Statistics 
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Dellers Per 
Counties ($000) Capita 
Barbour .............. 17.5 20,734 1,185 
Berkeley 30.5 45,943 1,506 
Boone 27.1 33,866 1,250 
Braxton 18.1 18,034 996 
Brooke 27.2 47,192 1,735 
Cabell - 116.1 200,088 1,723 
Calhoun 9.0 8,834 982 
| 14.1 14,585 1,034 
Doddridge 7.7 821 1,146 
Fayette ... 73.4 98,045 1,336 
Gilmer 8.1 9,375 1,157 
Grant .. 8.2 8,328 1,016 
Greenbriar 37.5 50,482 1,346 
Hampshire 13.4 13,905 1,038 
Hancock ... 38.8 71,045 1,831 
Hardy ..... 9.7 10,120 1,043 
Harrison . 76.8 126,061 1,641 
Jackson 15.5 16,651 1,074 
Jefferson - 165 20,987 1,272 
Kanawha . 252.5 444,589 1,761 
Lewis - 199 22,620 1,137 
Lincoln 21.8 21,493 986 
Logan ... 68.1 94,875 1,393 
McDowell z 738.1 104,169 1,334 
Marion ..... 65.9 105,866 1,606 
Marshall 40.0 58,315 1,458 
Mason 23.7 27,933 1,179 
Mercer .. 78.1 110,131 1,410 
Mineral .. 21.0 26,723 1,273 
Mingo ..... 44.0 49,570 1,127 
Monongalia 56.5 93,772 1,660 
Monroe .. 12.1 13,552 1,120 
Morgan 8.5 9,736 1,145 
Nicholas — 33,766 1,160 
SEED senccases: -- 69.8 135,461 1,941 
Pendleton . - 8.6 8,228 957 
Pleasants 6.7 7,690 1,148 
Pocahontas - i238 12,841 1,070 
Preston ..... - 26.1 30,743 1,178 
Putnam . 24.0 28,274 1,178 
Raleigh . 87.6 115,110 1,314 
Randolph . 28.3 32,910 1,163 
Ritchie .. 13.1 16,108 1,230 
Roane - 15.7 16,823 1,072 
Summers 17.8 20,539 1,154 
Taylor 16.2 21,316 1,316 
Tucker . 8.6 9,406 1,094 
Tyler 10.1 12,709 1,258 
Upshur .. 19.0 24,036 1,265 
Wayne 43.1 48,667 1,129 
Webster 16.2 17,894 1,105 
Wetzel .. 18.1 23,474 1,297 
Wirt ... 4.7 4,981 1,060 
Wood . 89.2 140,141 1,571 
Wyoming ... 42.6 52,167 1,225 


The ia im the above table are reprinted with permission of Sales M. 
copyright owners, from the July 1960 Survey of Buying Power; further reproduction not licensed. 


Total 
Retail Auto- 
Per Sales Food motive Drugs 

Family ($000) ($000) ($000) ($060) 
4,712 8,581 2,542 1,832 554 
5,405 29,154 7,799 4,789 1,247 
5,552 17,876 5,665 3,164 384 
4,099 9,806 2,284 1,880 196 
6,377 18,047 4,258 4,365 520 
5,684 158,187 34,673 28,011 4,722 
4,207 3,639 677 1,151 100 
4,420 4,414 1,729 102 48 
4,643 4,740 870 2,190 98 
5,417 45,887 13,213 8,998 1,373 
4,934 3,252 804 512 66 
3,785 7,725 1,236 1,727 107 
5,428 33,018 7,757 5,892 817 
4,214 7,763 2,176 1,842 98 
6,831 33,150 8,407 5,560 1,365 
4,400 8,686 922 1,292 95 
5,809 84,793 21,329 16,056 4,012 
4,382 12,777 3,093 1,638 270 
4,881 16,282 3,885 2,110 424 
6,397 297,132 75,119 $2,525 11,953 
4,616 14,023 3,894 2,320 500 
4,299 2,513 1,949 $1 
6,082 . 14,016 7,349 1,223 
5,319 45,934 14,569 8,097 810 
5,572 61,511 18,087 10,025 2,206 
5,254 25,930 8,476 4,399 828 
4,505 13,949 4,637 2,352 534 
5,562 62,182 13,690 12,238 2,163 
4,607 14,712 3,200 3,019 526 
4,908 31,272 7,591 6,392 703 
6,210 49,248 10,830 9,350 1,721 
4,517 5,423 1,063 1,790 165 
4,233 5,151 1,249 701 73 
4,894 17,221 4,301 2,999 168 
6,451 113,274 22,439 17,734 3,465 
3,740 4,281 723 273 
4,806 5,522 1,689 1,290 80 
4,428 6,203 1,662 792 at 
4,804 13,560 3,741 2,516 358 
4,792 11,423 2,546 2,194 73 
5,329 $9,583 16,619 10,077 1,448 
4,635 22,427 5,326 848 298 
4,602 6,454 1,464 1,964 306 
4,547 9,055 2,157 1,651 327 
4,564 10,049 2,889 1,986 oT 
4,845 11,153 3,613 2,003 510 
4,479 5,344 1,555 1,488 157 
4,539 7,171 1,744 1,376 189 
4,807 13,895 4,390 2,634 442 
5,468 15,395 259 3,076 635 
4,588 7,429 1,929 897 251 
4,890 17,707 5,087 3,586 628 
3,832 1,544 74 147 -_ 
5,249 91,301 21,585 15,191 033 
5,491 23,179 5,983 4,446 420 
em the 
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WHTN-TV, 625 Fourth Ave., Hunt- 
ington, and 1416 Laidley ‘t., 
Charleston, went on the air Oct. 2, 
1955, a licensee of the S. J. Hyman 
theatre interests. On Aug. 1, 1956, 
it was taken over by the Cowles 
Broadcasting Co., which also owns 
KRNT-TV Des Moines. Luther Hill is 
president, Robert R. Tincher vice 
president, Robert Dillon vice presi- 
dent, David Kruidenier Jr. vice presi- 
dent, Carl T. Koester treasurer, and 
Vincent Starzinger secretary. 

Improvements under Cowles own- 
ership include the remodeling and 
expansion of the plant, new trans- 
mitter and a new tower, expansion 
of news and public-service activities. 

WHTN-TV is the CBS-TV affiliate 
for the area. It is represented na- 
tionally by Blair Television Asso- 
ciates. Mr. Tincher is general man- 
ager, O. W. Myers national sales 
manager, and George A. Miller Jr. 
commercial manager. 

“In spite of the effect of automa- 
tion in the southern coalfields of 
West Virginia and its resultant effect 
on employment in those areas,” says 
Mr. Tincher, “I see nothing but 
tremendous and rapid growth in the 
huge industrial complex of the 
Kanawha and Ohio valleys, already 
teeming with chemicals, glass, alumi- 
num, nickel, steel, petroleum, syn- 
thetics and others. 

“Highly industrialized areas, in 
contrast to vast rural areas, mean a 
concentration of masses of people. 
One of the most important single ele- 
ments of life, in common within these 
masses, is the tv set. Thus, television’s 
role in the expanding economy of the 
Huntington-Charleston area is one of 
paramount importance in continuing 
its own expansion in the areas of 
programming to the informational, 
educational and entertainment tastes 
of its citizens.” 

wsaz-Tv, 201 Ninth St., Hunting- 
ton, and 210 Dickinson St., Charles- 
ton, was the pioneer station in the 
area, going on the air Oct. 24, 1949. 
An NBC-TV affiliate, the formal 
opening ceremonies were attended by 
RCA and NBC officials. 

The station went to 46.8 kw power 
as soon as the tv freeze was liited, 
making it the “world’s most powerful 





tv station” at the time. In 1953 a 
new studio and office building was 
constructed and a 1,069-foot tower 
built at Barkers Ridge between Hunt- 
ington and Charleston. It began 
originations in Charleston as well as 
Huntington. 

The station is owned 89 per cent 
by the Huntington Publishing Co. 
and 1] per cent by Mrs. Eugene 
Katz. Chief executives include Wil- 
liam D. Birke, president and C. 
Thomas Garten, vice president and 
general manager. It is represented 
nationally by the Katz Agency. 

“wsaz-TV and television have 
solidified a tremendous market in 
southern West Virginia, eastern Ken- 
tucky and southeastern Ohio,” says 
Mr. Garten. “The two largest metro- 
politan markets in West Virginia 
have been united into one by tele- 
vision, making a Charleston-Hunt- 
ington market. Not only do these two 
metropolitan markets have heavy in- 
dustry but have perhaps the largest 
concentration of chemical industry 
in the United States. 








“For example, the Montecatini 
Chemical Co., of Italy, is establish- 
ing its first plant in the U.S. in the 
immediate Huntington area. Union 
Carbide has only recently opened a 
large research center in Charleston. 

“An example of the transportation 
facilities and their inducement to ex- 
pansion is the recent establishment 
of the Kaiser Aluminum Co. in Ra- 
venswood, W. Va., on the Ohio 
River. Tv’s ability to move consumer 
products, as well as to educate the 
viewer, gives promise for an expand- 
ing economy and a general raising of 
standards of educational levels in the 
Charleston-Huntington area.” 

Clarksburg, in Harrison County in 
northern West Virginia, is a highly 
industrialized area with trade drawn 
from such nearby cities as Fairmont 
and Morgantown. Population of Har- 
rison County is estimated at 77,000 
and effective buying income at _$126- 
million. 

Television station in Clarksburg 
is WBOY-TV, channel 12, 912 West 
Pike St. The station is owned by 
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WSTV, Inc., which owns wstv- 
TV Steubenville, KopE-tv Joplin and 
wrcP-TV Chattanooga and is buying 
wrpw-Tv Augusta, Ga. Jack N. Berk- 
man is president, John J. Laux ex- 
ecutive vice president, Fred Weber 
vice president, and Roger Garrett 
general manager and sales manager. 
Bob Connelly is local sales manager, 
and the station is represented na- 
tionally by Headley-Reed TV. 

WBOY-TV went on the air Nov. 17, 
1957, operates with 255 kw power 
and carries programs from all three 
networks. 

“When you have the only tele- 
vision station serving an area where 
there is a consumers’ spendable in- 
come of almost $930 million,” says 
Mr. Garrett, “you realize that you 
have a tremendous sales potential. 
Out of 184,300 homes, 158,770 
have tv sets. And of this total a 
large percentage depends on WBOY-TV 
alone for information and entertain- 
ment. 

“Wages in our central West Vir- 
ginia area are among the highest paid 
in the nation. Some 42 per cent of 
the wage earners in our coverage area 
are in the $4-$8,000 income bracket.” 

The potential metropolitan area of 
Fairmont-Weston-Clarksburg has a 
population which includes Fairmont 
in Marion County, 66,000, and 
Clarksburg in County, 
76,000. Effective buying income is 
estimated at $106 and $126 million, 
respectively. 

Station in the Fairmont-Weston- 


Harrison 


Clarksburg area is WJPB-TV, chan- 
nel 5, 400 Quincy St., Fairmont. 
WJPB-TV is owned by J. Patrick 
Beacom (50% ), president and execu- 
tive director; Thomas P. Johnson 
(47.5%), and George W. Eby 
(2.5%). 

Charles Arnett is assistant general 
manager and director of television, 
and John Connelly commercial man- 
ager. 

The station telecasts with 100 kw 
power and programs ABC-TV and 
CBS-TV programs. It is represented 
by Gill-Perna. 

Oak Hill, located between Charles- 
ton and Bluefield, is in Fayette 
County, another heavily industrialized 
area. Population of the county is 
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W. Va. Agencies 
Charleston: 
Advertising Inc., 316 Knight Bldg. 
Parkersburg: 
Mid-American Adv. 
Huntington: 
John J. McCormack, 213 Ninth St. 
W heeling: 
Gutman Adv., Peoples Federal Bldg. 
William J. Hackenberg, 206 Main St. 
Sullivan Adv., 117 Mt. Lebanon Drive 





74,000, while buying income is esti- 
mated at $100 million. 

Television station in Oak Hill is 
WoAY-Tv, channel 4, Box 251. It 
is owned by Robert R. Thomas Jr., 
who is general manager. Robert 
Brown is station and commercial 
manager, and the station is repre- 
sented nationally by John E. Pearson 
Television. Programs from CBS-TV 
and ABC-TV are carried. 

WOAY-TV went on the air Dec. 3, 
1954, and telecasts with 100 kw 
power. 


Parkersburg on Border 


Parkersburg is one of the fastest- 
growing of West Virginia’s thriving 
cities. Located on the Ohio border, 
north of Charleston, Parkersburg 
draws trade from both states. A po- 
tential metropolitan area, population 
is estimated at 89,000 and buying 
income at $140 million. 

Television station in Parkersburg 
is WTAP-Tv, channel 15, 123 West 
7th St. The station went on the air 
Oct. 8, 1953. It is owned by Zanes- 
ville Publishing Co., which bought 
it in March 1955. Clay Littick is 
president, W. L. Littick vice presi- 
dent, Allan Land managing director, 
Milton Komito station manager, and 
William Viands sales manager. 

WTAP-TV carries programs from all 
three networks and is represented na- 
tionally by John E. Pearson Tele- 
vision. 

Mr. Komito is enthusiastic about 
the future. He says that “inasmuch 
as the Parkersburg-Marietta market 
is growing faster than any other 
West Virginia trading area, it seems 
that many predictions, such as that 
of American Airlines of two years 
ago, that ‘Parkersburg will be West 
Virginia’s largest city inside of 10 
years’ seem destined to come true. 





Any substantial community of citi- 
zens is entitled to the services of a 
local tv station, and this is precisely 
the attitude of WTAP-Tv as set forth 
by its president, Clay Littick, pub- 
lisher of the Zanesville Signal and 
Times Recorder.” 

Wheeling, northernmost West Vir- 
ginia market, is tucked into the 
state’s panhandle, with Pennsylvania 
on the east and Ohio on the west. It 
is in a highly developed manu- 
facturing area which continues to 
grow rapidly. The Wheeling-Steuben- 
ville metropolitan area has an esti- 
mated population of 360,000 and 
buying income of $600 million. 

Television station in Wheeling is 
WTRF-TV, channel 7, 1329 Market St. 
It is owned by WTRF, Inc., with 
Robert W. Ferguson executive vice 
president and general manager 
(10%), Albert V. Dix (22.5%), 
Robert C. Dix (22.5%), Raymond 
E. Dix (22.5%), and Gordon Dix 
(22.5%). This new ownership went 
into effect in December 1958 when 
the Dix family purchased the stock 
of the Wheeling Intelligencer and 
News Register from the Thomas 
Bloch family and estate. 

The station went on the air Oct. 
23, 1953, and has been an NBC-TV 
affiliate since that time. It operates 
with 316 kw power. H. Needham 
Smith is sales manager, and Cyril 
J. Ackerman regional sales manager; 
the station is represented nationally 
by George P. Hollingbery Co. 

“The upper Ohio Valley right now 
is recognized as one of the key in- 
dustrial regions in the nation,” Mr. 
Ferguson points out. “Major repre- 
sentatives of growth industries con- 
tinue to locate in the valley, and long- 
established corporations have _tre- 
mendous expansion programs on the 
drawing boards. Therefore, the future 
of the Wheeling television market is 
indeed bright. Only recently the presi- 
dent of the Ohio Valley Industrial 
Corp. said, “With coal in the hills 
for fuel and power, rock salt in the 
ground for chemicals, water of the 
Ohio River for steam and transpor- 
tation, and diversification of industry 
from tobacco, glass and tile to steel, 
chemicals and aluminum, we are in a 


very enviable location.’ ” 
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“Made it after all! Didn’t take us any time 
to agree on Huntington-Charleston and WSAZ-TV!” 


HUNTINGTON-CHARLESTON is a market that is getting the increasing attention of sales and advertising managers. [aay 

Reason: few sections of the U.S.A. contain such a concentration of the Who’s-Who of American industry [3 y 

as this 68-county Dynamic Circle that bridges 4 states in the heart of the booming “industrial Ruhr” region 

of the Ohio River Valley. Bulging payrolls push the buying power of the more than 2 million industrious 7] r 
people here to over $4 billion annually. And not the least important, 2% j* 
there’s one TV station (but only one) that commands this entire market WSAZ ot wt Oar 

of 440,000 television homes. The people at Katz Agency would welcome — 
a chance to tell you more about Huntington-Charleston and WSAZ-TV. 


HUNTINGTON ° CHARLESTON CHANNEL NBC 
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In six years, the WHAS-TV Crusade for Children has raised more 
than $1,000,000 to aid mentally and physically handicapped 
children in Kentucky and Southern Indiana. RS “TV 
Only a station that has earned the respect of its viewing audience could Hy (OvISVILLE 
stimulate such response. Only a station that concerns ) 
itself day in and day out with the interests of its community can earn CS 


=~ FISBIE — Foremost | 
this respect and move people to respond. Service, Best In Entertainmeti 


WHAS-TV + CHANNEL 11 ¢ LOUISVILLE + 316,000 WATTS + CBS TV NETWORK © VICTOR A. SHOLIS, DIRECTO 
REPRESENTED NATIONALLY BY HARRINGTON, RIGHTER & PARSONS, INC. 
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Syndication (Continued from 25) 


in commercials. Furthermore, the 
right type of syndicated show, par- 
ticularly where there is sensual ap- 
peal, or interest to a strong masculine 
audience, actually acts as a 30-min- 
ute commercial for the product.” 
Ruppert, which has been in syndi- 
cation just a year, is delighted with 
its investment, Mr. Atkinson says. 
“We are well pleased with our ex- 
perience in syndicated sponsorship, 
although well-placed tv spots still have 
a ‘beefing up’ effect. By alternately 
dealing with packager and station 
buys, our agency, Norman, Craig & 
Kummel, seems to have experienced 
little difficulty in getting time slots 
which reach our audiences. In many 
markets we have tried to aim for co- 
sponsorship of more than one show 
in order to obtain greater exposure.” 


High on Syndication 


Genessee’s Mr. Duffy is also high 
on syndication despite his reservations 
quoted earlier. “We definitely feel 
there is greater sponsor identification 
in syndicated television programming 
than is available through participa- 
tions or announcements, although 
most of our syndication is on a ma- 
jor-minor basis.” Greater sponsor 
identification results, he says, “from 
the continuing re-appearance of one’s 
message over the same vehicle and 
also the association which the viewer 
develops between the 
named show and the sponsor, if the 
sponsorship is carried on for a suffi- 
cient period of time. 

“The fact that we have continued 
to use syndicated sponsorship is an 


inevitably 


indication that we believe it is a more 
successful use of our dollars than 
participations or announcements—al- 
though there was a time when we de- 
voted our television dollars exclusive- 
ly to announcements,” Mr. Duffy says. 

A minority opinion on the value 
of program identification is offered 
by Karl W. Schullinger, assistant to 
the advertising manager, American 
Tobacco Co. “There is a large amount 
of evidence,” he says, “that because 
of the present structure of both net- 
work and local television program- 
ming, with alternate sponsorships, 


participations and the numbers of be- 
tween-program promos, station break 
announcements and IDs, sponsor 
identification is lost to the vast ma- 
jority of the viewing public. There- 
fore, it would seem unrealistic to 
consider it an important factor in 
determining the type of television 
advertising one employs.” 

Nevertheless, American Tobacco is 
happy with its investments, “We feel 
our experience with syndication has 
been successful for advertising at the 
local level although we successfully 
use television spot and radio spot as 
well. Much depends on the charac- 
teristics of the individual markets. 
The problems of time clearances nat- 
urally vary according to local condi- 
tions, but by and large I would say 
that we have been successful in ac- 
quiring good time franchises for our 
syndicated shows.” 

Richard M. Prentice, advertising 
manager Ward Baking Co., offers this 
observation on sponsor identification: 
“Having this year been engaged in a 
network (regional) show, local syn- 
dicated shows and announcements as 
well, I would rank sponsor identifica- 
tion in that order. When you consider 
a syndicated show versus participa- 
tions or announcements, there can be 
little question that the show delivers 
greater sponsor identification. How- 
ever, each advertiser, based upon his 
own marketing problem, must decide 
whether he wants quality and pres- 
tige or a greater quantity of consumer 
messages for the same dollars.” 
Ward’s syndication investment this 
fall will not be as great as in pre- 
vious years, he says, “because we are 
aiming for maximum frequency of 
exposure and greater flexibility.” 

More Identification 

Jackson Brewing’s Mr. Fabacher 
agrees that “a sponsor gets more 
identification from a syndicated show 
than from participating spots, pro- 
vided that the stars of the show are 
suitable for commercial use and, of 
course, given the proper commercial 
audio and visual direction. Without 
this close tie-in there is little benefit 
to the sponsor from an open and a 
close. The sponsor would do just as 
well to buy participating spots.” Jack- 
son, he adds, will continue with its 
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radio... in Birming- 
ham, means WBRC 

where personalities, news 
and the best in balanced 
programming are pointedly 
adapted to the Birmingham 
market . . . where a four- 
man award-winning staff 
concentrates on news with 
a specially equipped mobile 
Tisthame- Lalo Mm ale lena -le lip e)e)-10) 
cars to disseminate news 
where and when it happens. 


WBRC’s neatly-tailored pro- 
gramming is designed to ef- 
fectively reach specific au- 
diences to sell specific com- 
modities. At low-cost, too! 


WBRC 960 kc. 


Birmingham, Alabama 


Sales Representative: 
The Katz Agency, Inc. 
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| same expenditures this fall. 


William J. Sanning, advertising 
manager of the Kroger Co., is a 
strong supporter of syndication. “The 
syndicated program appearing in the 
same time segments each week gives 
us sponsor identification that cannot 
be obtained with announcements. On 
participating programs we arrange to 
have the emcee ~redit Kroger with 
sponsorship along with the announce- 
ments on the show. Syndicated shows 
gives us a regular audience to which 
we present the weekly sales plan em- 
bracing items in several departments 
—grocery, produce, meats, dairy, etc. 
In most markets we have been suc- 
cessful in obtaining good time.” 

Says Mr. Allen of Texas State Op- 
tical: “Our experience with syndi- 
cated program sponsorship has been 
successful. We have been using pro- 
grams since 1952. Today we are 
sponsoring shows in 13 cities, but the 
value of program sponsorship over 
spot announcements cannot, in my 
opinion, be measured. However, we 
do know that even with the high cost 
of these programs, our cost-per-thou- 
sand figure is within the range of 
other, less effective advertising, pro- 
vided the audience ratings are at least 
average.” 

These views are representative of a 
fairly good-sized cross-section of re- 


| gional advertisers. The problems they 
| cite are solvable, provided they are 


willing to pay to resolve them. The 
time availability situation has been 


| easing up, according to some syndi- 


cators, who think the networks will be 


| programming only as much, or per- 
5 J 


haps even less, than they did last year. 


| There will be an increased demand 
| for product as the present supply is 
| exhausted by next spring, and as de- 


mand increases, prices will probably 
go up. This, in the eyes of many dis- 


| tributors, will allow for an increase 


in production budgets which should 
result in an increase in quality and 


| choice of productions. 







As one distributor remarked: “Net- 
work advertisers have consistently 
paid to get quality, but regional ad- 
vertisers look for bargains.” When 
regional advertisers stop bargain- 


| hunting, syndication will be in better 


shape. 


Taste (Continued from page 27) 


spots from code subscribers and from 
the regular monitoring schedules that 
the Code Review Board maintains. 

In April 1959, while at Greenbriar 
attending the 4A’s Convention, we 
took time out and watched three 
. . good, bad 
and indifferent. Ever watched three 
hours of commercials? It’s rather 
stimulating . . . if you have a rate 
card in your hand. It can be rather 
discouraging, too, if you have the 
moral posture of an entire industry to 
construct and protect. But we watched 
them. And those which we thought 
were questionable we watched and 
watched again. 


hours of commercials . 


We reached conclusions; I’m happy 
to say they were unanimous. Our 
conclusions were included in a re- 
port (that ubiquitous report!) issued 
last September. In case you don’t re- 
call, let me repeat some of that re- 
port's “Avoids” and “Seeks.” Mind 
you ... our purpose as commercial 
broadcasters was to formulate rules 
that would make these categories of 
advertising more acceptable to our 
audience, not to ban them or dis- 
courage them from our medium. 


LAXATIVES 

AVOID—Techniques_ which over- 
dramatize the discomfort of one re- 
quiring a laxative, which empha- 
size the speed or efficiency of the 
laxative, which duplicate the me- 
chanics of elimination by charts or 
props. 

SEEK—Techniques which demon- 
strate the pleasant after effects of 
the product, and dramatic settings 
connected with places other than 
the family bathroom. 

DEODORANTS 

AVOID—Graphic words like “sweat” 
and “odor,” camera shots which 
show the armpit or the actual ap- 
plication of the deodorant, those 
which demonstrate the deleterious 
effects of perspiration on clothing, 
settings connected with unpleasant 
odors. 

SEEK—Clinical words like “perspira- 
iton,” visual devices like the “sil- 
houette” technique which lend an 
impersonal air, techniques which 

imply cleanliness and good groom- 
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ing after use of the product. 
DEPILATORIES 
(Including body lotions, women’s 
razors and electric shavers.) 
AVOID—Wording or camera shots 
which depict axillary or body hairs 
as “unsightly” or “bristly,” cam- 
era emphasis on the arm pit area, 
scenes which show the actual proc- 
ess of hair removal from legs or 
face, settings or costuming over- 
emphasizing sexual attraction. 
SEEK—Situations, settings and de- 
scriptions which dwell on high 
fashion or good grooming, which 
are associated with the purchase or 
after effects of the product. 
TOILET TISSUE 
(This category seems the most 
“sensitive” of the seven product cate- 
gories in the study. With rare excep- 
tion, most television advertising for 
toilet tissue was found to be in ex- 
cellent taste, undoubtedly because of 
the need of special decorum and 
delicacy in treating the product.) 
AVOID—More blunt terms for the 
product such as “toilet paper,” di- 
rect descriptions and demonstra- 
tions of its softness, strength or 
tearing qualities, settings associated 
with its actual use. 
SEEK—Techniques which have a 
fantasy or fictional air, settings as- 
sociated with the purchase or stor- 
age of the product, devices which 
describe or compare the tissue in- 
directly. 
COLD AND HEADACHE 
REMEDIES 
(The committee studied commer- 
cials for the popular analgesic head- 
ache remedies, nasal sprays and de- 
congestants. In its opinion most 
unfavorable reaction from the view- 
ing audience comes from annoyance 
after repeated exposure rather than 
from any offense to good taste.) 
AVOID—The overuse of visual de- 
vices of the circulatory, digestive 
or nasal systems, sound effects or 
copy which describe discomforts 
morbidly. 
SEEK—Audio and video techniques 
which show the pleasant after 
effects and relief gained from the 
product, visual demonstrations 
which rely on the abstract rather 
than the graphic. 





Robert E. Metcalfe has been named 
managing director of WRDW-TV Au- 
gusta, it has been announced by John 
J. Laux, executive vice president of 
the Friendly Group of television and 
radio stations. Mr. Metcalfe has been 
associated with the broadcasting 
media in a management capacity for 
the past 12 years. Most recently he 
was managing director of WPAR 
Parkersburg. The Friendly group op- 
erates WSTV-TV-AM-FM Steubenville, 
WPIT-AM-FM Pittsburgh, WRGP-TV 
Chattanooga, WRDW-TV Augusta, 
KODE-Tv-AM Joplin, wBoy-Tv Clarks- 
burg, W. Va., KMLB Monroe and 
wsoL Tampa. 





CORN AND CALLOUS REMEDIES 
(Including Athlete’s Foot prepara- 

tions and foot powders. ) 

AVOID—Words like “itching” and 
“burning,” visual dramatizations 
of foot discomforts, presentations 
showing the product in actual use. 


SEEK—Means of demonstration by 
comparison and techniques which 
show the product as an adjunct to 
good grooming or well-being. 

FOUNDATION GARMENTS 
(Problems of taste in the six pre- 

ceding categories have centered on 
techniques which might tend to dis- 
gust or repel the viewer. Commer- 
cials for foundation garments, bras 
and girdles, because of their real or 
implied association with sex, can 
create problems of offense to pro- 
priety or decency. The committee em- 
phasizes the need for special care on 
the part of the advertiser in creating 
the commercial and great caution on 
the part of the broadcaster in sched- 
uling it. 

AVOID—The use of “live” models 








unless fully clothed, copy appeals 
or camera shots emphasizing sexual 
allurement, copy appeals to teen- 
agers, demonstration with the hu- 
man hand, overuse of closeups. 
SEEK—Copy appeals of style and 
fashion, the use of “dummies” or 
visual devices like the “ectoplasm” 
technique which demonstrate the 
garment rather than the body. 

Put down in emotionless black and 
white, our conclusions seem rather 
commonplace, don’t they? I suppose 
the same would be true for any basic 
set of rules in good manners. We 
didn’t think they were so earth- 
shaking when we put them out; we 
still don’t. But they have made an 
impression . . . on an industry and 
on the public . . . greater than we 
ever hoped would result. 

The reaction within our own in- 
dustry was most gratifying. We went 
first to the three television networks. 
Instead of telling us, “Go peddle your 
fish elsewhere, boys. Our continuity- 
acceptance departments have been 
around for a long time and they do 
their jobs well enough without out- 
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side advice,” we were welcomed. 
Our ideas and impressions were re- 
ceived in exactly the same spirit they 
were offered . . . as another guide- 
post along the way of implementing 
the Television Code. 


Virtue is Objective 

We went also to the American As- 
sociation of Advertising Agencies, to 
the Association of National Adver- 
tisers and to the Advertising Federa- 
tion of America. As Ed Bronson puts 
it in his own dry way, we arrived 
with our umbrellas and white flags 
preaching the cause of virtue. Scorn? 
Cynicism? We didn’t meet with a bit 
of it. We told our story and we pre- 
sented our report and it was received 
with courtesy and the gravity we 
thought the problem deserved. Just as 
a footnote, I’d like to observe that 
this occurred months before the quiz 
scandals and Congressional investi- 
gations burst on our heads. 

Oh, we had questions . . . plenty 
of them. We encountered plenty of 
honest sceptics on our rounds. There 
have been plenty of both in the in- 
tervening months. I imagine there 
will be a lot more. And, so that this 
article won’t engender more questions 
and more doubts, let me try and an- 
swer as frankly as possible some of 
the more outstanding comments and 
criticisms we have had: 

1) Who do you birds think you are, 
trying to set up standards for good 
taste for the American television 
public? 

ANSWER: We “birds” are only try- 
ing to do a job. We're quite 
honored to be members of the 
Code Review Board. Presumably 
we were chosen because we are 
responsible representatives of a re- 
sponsible industry . . . certainly 
not because any of us resembled 
Miss America. We saw an indus- 
try problem; we tried to meet it. 
We don’t set ourselves up as ar- 
biters of public taste, but we do 
know what we like and what we 
don’t like in our own living rooms. 

2) Are you guys trying to ruin the 
television business? 

ANSWER: A_ good question. Of 
course we're not! Remember . . 

we're station operators, too. Our 
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Milton Lindley has been appointed 
station manager of KCBY-TV Coos 
Bay, Ore., it has been announced by 
general manager S. W. McCready. 
Mr. Lindley comes to KcBY-TV from 
KPic-Tv Roseburg, Ore., where he was 
senior account executive and assistant 
station manager. His experience be- 
fore that includes executive positions 
with KEYY Pocatello, KBow Butte and 
KRNR Roseburg. 





livelihood depends on tv advertis- 
ing revenues as much as anybody 
else’s. But our livelihood also de 
pends on the good will of our 
viewers. Lose that and you've lost 
all. We'd like to preserve that good 
will and we'd like to increase good 
will for our advertisers. Ruin the 
business? We'll match our record 
against a number of Congressional 
spokesmen (who shall be nameless) 
any day. 
3) Why are you against “hard” sell? 
ANSWER: What's hard . . . what's 
soft . . . who knows? This is a 
distinction we don’t make because 
we cannot make it. Our concern is 
with a specific commercial, a spe- 
cific technique of presentation. 
Our only question is: “Would you 
want this in your own family liv- 
ing room, with your own wife and 
kids watching?” Perhaps our com- 
mittee has seemed a little rough on 
certain “hard sell” commercials . . . 
but our concern has been with 
taste not with texture. 
4) Don’t you think the public is be- 
coming more sophisticated? 
ANSWER: Sure, I do! Right down 
here in Greensboro I can show you 
television audiences that prefer 
Beethoven’s Seventh to Elvis Pres- 
ley. That’s sophistication with a 








capital “S.” Does this mean that 
the same people want hemorrhoid 
treatments or sanitary napkins fea- 
tured in their living rooms because 
they're “sophisticated”? I don’t 
think so. Sophistication has its 
limits. 

5) Why don’t you keep certain com- 
mercials off the air? 

ANSWER: This is the sort of ques- 
tion we receive from the more con- 
servative members of the public. 
It’s hard to answer. Mrs. Smith 
of Poughkeepsie thinks brassiere 
advertising is “immoral,” “im- 
modest” or “embarrassing.” I don’t. 
My wife doesn’t (she wears them). 
And my granddaughters don’t 
(they wear them, too). But, obvi- 
ously, here is a type of product 
and a category of commercial 
where we must be especially care- 
ful. Look at our report again; see 
how we view the problem. 

6) I think your subcommittee report 
is the best thing that ever hap- 
pened to the television industry. 

ANSWER: I think you are indulg- 
ing in excess exaggeration. “Puff- 
ery” has its place, but not here. 
No, our subcommittee merely ex- 
pressed a common thought, a com- 
mon desire, a common feeling. I 
would like to take credit for what 
has been done, but in all honesty, 
I can’t. The credit is due the tele- 
vision industry and the advertising 
industry. 


30 Commercials 

I had a very interesting and en- 
lightening experience this past July 
19. I sat down in the Waldorf- 
Astoria Hotel and watched some 
30 tv commercials for the “per- 
sonal” products I have been com- 
menting on. Some were provided by 
the advertisers themselves. Some had 
been submitted for comment by Tele- 
vision Code subscribers. Others had 
been monitored off the air. Person- 
ally and individually there were some 
of those commercials we of the sub- 
committee objected to. But there 
weren’t any that we could unanimous- 
ly condemn. Has the public taste re- 
belled? Has the advertising profession 
turned a new leaf? Has our subcom- 
mittee report triggered a revolution? 
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WCAU 


ods of dealing with sex offenders are 
too lenient, and why he feels that a 
strong “get tough” attitude must be 
taken in order to combat the problem 
effectively. 

WCAU-TV’s cameras also focused on, 
among others, Dr. Henry Cecil, head 
of the psychological-pediatrics unit at 
Philadelphia’s Children’s Hospital, 
and Chief of County Detectives 
Thomas F. McDermott, who answered 
questions about the relationship of 
pornographic literature to sex crime. 


(Continued from page 24) 


Concentrated Promotion 


While the station’s production crew 
was readying all this filmed material 
for airing, promotion efforts were be- 
ing concentrated toward ensuring 
maximum support of the program. 
Coincidental with preparations for 
The Sex Offender, wcau-tv’s Informa- 
tion Services Department published 
the first issue of View, a magazine de- 
voted to information about the public- 
affairs programming presented by the 
CBS-TV owned-and-operated Phila- 
delphia outlet. 

The kick-off issue of View, which 
is mailed to 5,000 county, city, state 
and national officials and opinion 
leaders, PTA boards, school officials 
and service clubs, featured a cover 
picture and feature story on the up- 
coming documentary. Over 100 copies 
of the four-page publication were 
sent to key hospital, prison and psy- 
chiatric officials in the Philadelphia 
area in order to alert them to the 





I don’t know. 

This I do know. The laissez-faire 
attitude expressed so succinctly by 
the old lady when she kissed the cow 
simply won’t do any more. When we 
appear in the family living room we 
had better behave as family guests 
(there are other channels, you know). 
We had better appeal to the family 
taste. 

Come to think of it (and _ this 
proves my point) the story of the old 
lady and the cow is all gallywampus 
as far as audience reaction is con- 
cerned anyway: did anybody ever 
find out whether the cow really want- 


ed to be kissed? 


special program. 

A saturation schedule of 29 on-the- 
air announcements promoting the 
show was carried out during the week 
preceding its presentation, with the 
spots featuring a strong pitch by 
newscaster Facenda on the timeliness 
and the importance of the special and 
its subject matter. WCAU-TV estimates 
that these spots created 8,560,000 
viewer. impressions in the station’s 
coverage area. 

Response of viewers to the presen- 
tation of The Sex Offender: A Study 
in Violence on the night of March 24 
was, according to WCAU-Tv, “over- 
whelming evidence of the extent of 
their concern.” Results of an Amer- 
ican Research Bureau telephone coin- 
cidental survey revealed that the docu- 
mentary, with a rating of 17.9, had 
the largest audience in the Philadel- 
phia area during that evening’s 10-11 
time period, topping, according to the 
station, The Untouchables and Ernie 
Kovacs on WFIL-Tv and Groucho 
Marx and The Lawless Y ears on wrcv- 
tv. The survey further showed that 
63 per cent of the viewing audience 
was women. 


Public Responds 


Calls received at the wcau-Tv tele- 
phone switchboard further reflected. 
public response to The Sex Offender. 
Many of the callers used such phrases 
as “good community service,” “very 
adult,” “educational” and “very 
pleased” in complimenting the pro- 
gram. 

Numerous letters came to the sta- 
tion from viewers who had seen the 
show. Some of these provided obser- 
vations on how to deal with the prob- 
lem of sex offenders; many discussed 
specific cases, and the greatest num- 
ber praised wcau-tTv for its service, 
with comments such as the following: 

From Dr. John Otto Reinemann, di- 
rector of probation, Municipal Court 
of Philadelphia: “. . . All of us who 
are working in this field are grateful 
to you for your courageous and in- 
formative presentation.” 

From the Rev. Arthur C. Barnhart, 
Department of Christian Social Rela- 
tions, Diocese of Pennsylvania. “I 
feel impelled to write you to congrat- 
ulate you. . . . It was an excellent pro- 
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You 


should buy 20-second announcements and [Ds 


on the five CBS Owned television stations 


during the prime evening hours 


because you'll reach 31% more homes than with the 
same schedule on the second (Network B) stations... 
34% more than on the third (Network C) stations. 








No question about it. Call CBS Television Spot Sales. 


soURCE: Latest (June) ARB, Sunday through Saturday; 7:30-11 pm 

in New York, Philadelphia and Los Angeles, 6:30-10 pm in Chicago and 
St. Louis; average of homes delivered by the CBS Owned stations 

versus the other network-programmed stations in the same five markets. 


STATIONS: WCBS-TV New York, KNXT Los Angeles, WBBM-TV Chicago, 





“WCAU-TV Philadelphia and KMOX-TV St. Louis. Operated by 
CBS Television Stations, A Division of Columbia Broadcasting System, Inc. 








gram, and your presenting it was a 
signal public service.” 

From Paul J. Gernert, chairman, 
Board of Parole, Commonwealth of 
Pennsylvania: “This presentation I 
am sure was a timely step to present 
to the public the picture as true as is 
humanly possible, at a time when the 
public is crying for vengeance.” 

From Louise T. Graves, executive 
director, Lower Montgomery Family 
Service Society, Jenkintown, Pa.: “I 
wish to express appreciation of the 
public service rendered with the pres- 
entation of The Sex Offender. . . . You 
should feel that this tv program has 
done much to pave the way for an 
unimpassioned but progressive attack 
on the problem discussed.” 

From Vincent A. Carroll, President 
Judge, Court of Common Pleas Num- 
ber Two, Philadelphia: “In my opin- 
ion the tv broadcast last night . 
was most timely and brought to the 
attention of the community facts 
which it should have. I congratulate 
you on the importance of this much- 
needed public education.” 

Better Understanding 


And from Mr. and Mrs. John Q. 
Public: 

“I feel The Sex Offender did much 
to promote better public understand- 
ing of this social problem. I hope you 
are planning more programs of this 
high calibre.” 

“Re: your documentary. Keep this 
type of program coming! In this way 
many of us will be more likely to 
judge on the basis of facts rather than 
on emotional headlines.” 

“Television as a medium reaches 
great heights in programs such as this 
one. Please give us more of such 
programs which truly serve the pub- 
lic.” 

“Kudos for presenting the most 
worthwhile show seen as a public 
service for many a moon.” 

“This type of program does a great 
deal to help educate the public in an 
area usually met with by horror, hys- 
teria or uneasy silence. . . . Please 
continue your fine service specials.” 

“Give us more programming on 
social problems.” 

Three days following wcavu-tv’s 
airing of the program Philadelphia 
newspapers carried a statement made 
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by Horace B. Montgomery, chairman 
of the Philadelphia Crime Commis- 
sion, in which he urged amendments 
to strengthen the Barr-Walker Act, a 
piece of legislation dealing with sex 
offenses which had been discussed at 
length in the documentary. 


Urged Attention 


A letter received by wcavu-tv vice 
president and general manager John 
A. Schneider from Mr. Montgomery 
confirmed that the station’s program 
on sex crimes had prompted publica- 
tion of his message. 

Wrote Mr. Montgomery: “. .. . 
the Crime Commission has been deep- 
ly concerned for a long time over the 
prevalence and steady growth of sex 
offenses and attaches highest prior- 
ity to the study and solution of this 
problem. 

“.. . When we learned of your pro- 
gram, we immediately circularized 
our members, asking them to watch 
it, and it was the feeling of the execu- 
tive committee that it would be timely 
to follow up your program by making 
our views known to the public. Thus, 
it can be truthfully stated that your 
program acted as the trigger that 
prompted the release of my state- 
ment.” 

Perhaps the most important part of 
WCAU-TV's telling of this story was that 








John B. Soell is the new general man- 
ager of KTVE Monroe, La.-El Dorado, 
Ark., it has been announced by Wil- 
liam H. Simons, president of Home 
Television Co. Mr. Soell is a veteran 
broadcaster, formerly serving as vice 
president and general manager of 
wisN-TV Milwaukee. Before that he 
was an account executive with H-R 
Representatives. 


part of the program which reached 
out with the offer of help and hope 
for those most directly concerned— 
the sex offenders themselves. 


A special telephone number was 
shown on the air toward the end of 
the program, along with the explana- 
tion that any viewers plagued by such 
problems could call and speak con- 
fidentially with trained personnel at 
the Philadelphia General Hospital Re- 
ception Center. 


Phone calls began coming to the 
staff of five psychiatrists immediately 
following the program. Between the 
hours of 11 p.m. and 1 a.m. 62 calls 
were handled, and the five staff mem- 
bers stated that had their switchboard 
been larger they would have been 
called upon to handle three times as 
many. The following morning 15 
more calls were received, and more 
kept coming in through the ensuing 
week. 


Appointments Made 


Many of the calls came from par- 
ents, concerned about the behavior of 
their sons. Appointments were made 
at the Center for three men who 
clearly fell into the sex-offender or 
potential sex-offender category. One 
call came from the mother of a for- 
mer patient at the Center, a girl being 
treated for promiscuity. The mother 
had formerly been unwilling to rec- 
ognize her daughter’s problem and to 
cooperate. She called to say that the 
WCAU-TV program had been a great 
help to her in understanding and ac- 
cepting the problem. 

Another call was from what ap- 
peared to be a well-spoken, upper- 
class family, telling of a son who had 
been suffering from a severe mental 
problem for some time. As a result of 
the documentary they had seen, the 
family resolved to seek treatment for 
him. 

Calls were received from a number 
of points in New Jersey as well as 
from the Philadelphia area—and, in- 
terestingly, none of them was of a 
negative nature. 

The Philadelphia General Hospital 
Reception Center subsequently told 
WCAU-TV executives, “As a direct re 
sult of this program, the hospital is in 
the process of compiling a special 
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8-second (Continued from page 30) 


scription.” 

The tools of television and the idea 
or ideas must be combined in a total 
selling effort. “If your basic adver- 
tisement contained the idea that the 
product is economical because it’s 
dependable, you really have three 
ideas: economical, dependable, and 
... because . . . In the ID, such an 
obvious device as a piggy bank can 
start the economical mood. The 
violence of the action of the product 
can show its dependability. A car 
passing a broken-down one on the 
highway. . . . Add to these the voice 
of the announcer who may or who 
may not follow the exact pictures he’s 
seeing and you will realize the ability 
of the ID to convey information.” 


One Idea per ID 


If a product has many features, 
says TvB, let a number of ID’s each 
express one, always remembering to 
maintain a continuity throughout, 
either with a theme song, visual ef- 
fects or spoken voice or sound. Repe- 
tition enables the viewer to see more 
with each exposure, TvB notes, and 
“repetition with continuity of theme 
builds the impression of the company 
or the product as each ID tells one 
more feature of the product. 

“Thus a series of IDs may convey 
more information than any one com- 





study on patients with sex problems, 
with the people who called in follow- 
ing the program serving as ‘pilot 
cases.” ” 

The Sex Offender: A Study in Vio- 
lence dealt honestly and directly with 
a problem of paramount importance 
to public-spirited citizens of Philadel- 
phia. Their response was overwhelm- 
ing endorsement of the efficacy of 
television in bringing problems of this 
kind into public focus. 

Or, as Mr. Schneider expressed it 
in a “thank-you” message to viewers 
printed in the Evening Bulletin the 
Monday after the program, “wcau-TV 
believes that your response reflects 
the community’s interest in adult 
problems. We further believe this pro- 
gram is a convincing example of tele- 
vision’s power for good.” 





Walter E. Bartlett has been appointed 
general manager of WLW-C Columbus. 
He has been acting general manager 
since the death of James Leonard on 
June 11. He came to the station as 
sales manager in May 1958 after serv- 
ing as general advertising manager 
of the Indianapolis Times since 1955. 
He had been a sales executive of 
wLw-c from 1953 to 1955. 





mercial of equal length to the total 
ID’s. Five ID’s with a total time of 
40 to 50 seconds can tell more than 
one 60-second commercial . . . if each 
ID tells just its share of the total 
story.” 

Since each spot is usually part of 
a flow of commercials, some distinc- 
tiveness, as noted above, must be at- 
tained within seven and one-half sec- 
onds. TvB calls it a “stopper” to hold 
the attention the ID inherits. “A 
sound effect, a different visual effect, 
a unique picture, an unusual voice 

. any one can work as long as it 
is remembered that the stopper should 
be a part of the story being present- 
ed: there isn’t time to enjoy the lux- 
ury of a stopper as a feature in it- 
self.” In brief, every device must be 
related to the whole. 


Contributing Devices 

“Shattering glass, a close-up on an 
eye, a zoom-in on a scene . . . any 
one of these can hold attention dur- 
ing the one and one-half seconds of 
initial silence at the start of the ID. 
But each must then contribute some- 
thing to the story: the glass to repre- 


sent shattered prices, the eye to fea- 
ture beauty, the zoom-in to focus on 
the glass of beer amid the picnic 
scene. Devices for devices’ sake won't 


fit in ID’s.” 
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when its tower height was 
increased an additional 244 
feet above sea level. 
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WBRC-TV reaches an aver- 
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of the South,’’ reach the 
rich Birmingham market 
with WBRC-TV. 
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Some basic tips are offered to ad- 
vertisers in How to Create the Tv ID. 
The spot must be simple and direct. 
Elaborate grammatical construction, 
fancy phrasing, complex terminology 
must be avoided. Some examples of 
good ID copy from the booklet: 

“Stop! Police!’ is ID copy. But 
so too is the much quieter ‘I love 
you.’ And so too is ‘filter, flavor, flip- 
top box’ and ‘you'll wonder where 
the yellow went’ and ‘throat hot? 
smoke Kools.’ Each is an idea, quick- 
ly expressed . . . each with a mood 
that a simple picture can express.” 

A simple claim or statement with a 
suggestion of proof can be effective 
in an ID, as effective, says TvB, “as 
the complete documentation a longer 
commercial could provide. In eight 
seconds no one expects all the an- 
swers . . . and you don’t need to at- 
tempt to provide them. You can say 
it... show it. . . and, if it’s reason- 
able, that can be enough.” 

The point is made that the art of 
all good copy writing is sincere clar- 
ity. “The secret is to find the basic 
appeal of the product and to express 
this appeal as clearly as possible. . . 
The ID is ideal for the creative per- 
son who knows what will best sell the 
product and doesn’t require the shot- 
gun blast of every possible idea in 
the hopes that one will make the sale. 


It is ideal for the beginner as well: 





Success Secrets 
The Secret of Being a Somebody, by 
Fred Manchee, Thomas Nelson & 
Sons, New York. $3.95. 

Fred Manchee, BBDO veteran, who 
defended Madison Avenue in his first 
book, The Huckster’s Revenge, of- 
fers some sage advice in this, his 
second volume since retiring from the 
advertising world. 

Taking the premise that the “acute- 
ness quotient” of any given person- 
ality is made up of resourcefulness, 
intuition, apprehension, thoughtful- 
ness, zeai and luck, Mr. Manchee tells 
his readers how to develop each of 
these qualities. A quiz which will 
help each individual judge his quali- 
fications ends each chapter. Ideas for 
producing greater acuteness in a 
great number of professions are in- 


cluded. 
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thought he’d “experiment” by 
advertising Ball canning supplies 
on WTRF-TV. 

On the second day after the 
station began running a five- 
week schedule of 15 spots weekly, 
Mr. Hess dropped into a super- 
market to tell the manager about 
the campaign. “I know all about 
it,” was the reaction. “We've had 
people in here already who saw 
the commercials. Get out your 
order book.” 

The distributor reported in 
amazement that 90 per cent of 
the grocery-store operators he 
called on wanted quick delivery 
of the Ball products. Although 


the stores. 





really a jack-of-all-trades 
be a regular customer.” 





Tv’s “Jarring’”’ Note 


Television’s really on the ball, said the man who put “Ball” on tele- 
vision. Ball, with a capital “B,” is the trade name on glass jars, rubber 
rings and metal lids used in home canning for decades. Robert O. Hess, 
food broker and distributor in Wheeling, W. Va., is the man who 


he had hoped for results, Mr. Hess had figured it would take at least 
a week before enough viewers saw the tv spots to create a demand at 


“This is fantastic,” he said. “Orders came in so fast that the height 
of the canning season is here and I’m practically out of stock. And we 
still have four weeks of the tv campaign to go.” 

Busy re-ordering new supplies, the distributor took time to note that 
“a number of housewives we've talked to hadn’t intended to do any 
home canning this year until they saw the announcements on WTRF-TV. 
A great many changed their minds, and consequently we're having a 
bigger run on Ball items than originally figured. Sugar sales have gone 
up, too—in direct relation to the increased canning activity. This tv is 
and now that I’ve seen what it can do, I'll 











the creative person who doesn’t want 
to create ads for the sake of pretty 
ads but wants to express a simple 
idea simply.” 

For the advertiser with limited 
time, talent and production budget, 
the ID is an ideal vehicle, says TvB. 
Because it is seen so briefly it can 
use simple backgrounds, elementary 
cartoon treatments — two scenes in- 
stead of 20. “Close-ups of hands 
alone save talent fees, as do pictures 
of the product alone with no talent 
to pay . . . and the brevity of each 
exposure assures the sponsor no 
chance for boredom.” 


How to Create the Tv ID makes 
the point that one or two good pic- 


tures in an ID can’ cost less than 20 
or 30 fair pictures in longer commer- 
cials or the same one or two good 
pictures reproduced for print. 





Tv a Must 


“A television set is almost as 
much a part of a motel’s facilities 
as a bed nowadays,” in the opin- 
ion of Quality Courts United’s 
president, Tommy Tucker. “The 
public expects a tv set and looks 
for it when they check into a 
motel.” 

In line with this policy, all 500 
members of the non-profit motel 
association must provide a tv set. 
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Newsfront (Continued from 19) 
York independents that RCA had 


once offered to provide free equip- 
ment for nightly colorcasts, Herbert 
Mayes, controller for the WOR divi- 
sions of RKO General, Inc., denied 
a similar deal was made for the 
forthcoming movie tintings. 

“Absolutely not,” he said. “We 
bought the equipment at cost and are 
installing it ourselves at our own 
expense.” 

Reflecting an obviously growing 
faith that color-tv investments will 
eventually pay their own way, sta- 
tion and consumer purchases of 
equipment, servicing charges and 
broadcasting costs have made color a 
$100-million-a-year business. This 
figure was recently revealed by John 
L. Burns, RCA president, before the 
Institute of Management of the 
National Appliance and Tv-Radio 
dealers. 

“A remarkable feature of color’s 
growth,” the executive noted, “is 
that it achieved the status of a $100- 
million enterprise in just six years— 
one-half the time it took the Amer- 
ican automobile industry to reach 
the same mark.” 

Stressing both the present healthy 
state of tint tv and a rosy future, Mr. 
Burns told the dealers that during 
the last three months of the year 
NBC-TV will put twice as much color 
on home screens than Hollywood puts 
on film in an entire year. 

On a single day, Friday, Nov. 11, 
the network will offer viewers nine 
hours of rainbow programming, be- 
ginning at 6 a.m. with an hour of 
Continental Classroom in tint fol- 
lowed by two hours of Today, then 
10 quiz shows and soap-operas— 
Dough Re Mi, Concentration, Young 
Dr. Malone, etc.—and the Huntley- 
Brinkley newscast and Bell Telephone 
Hour carrying color well into the 
nighttime hours. 

Excepting two filmed series, the 
network’s entire daytime schedule 
will be colorcast during the hours 
proclaimed as “Color Tv 


U.S.A.” 


Day— 


Network Expenditures 
American Home Products Corp., 





Aaron Rubin, controller for the 





National Broadcasting Co., has been | 
elected vice president and treasurer, | 


it has been announced by Robert W. 


Sarnoff, chairman of the board. Mr. | 


Rubin went to NBC in 1937, left to 


join ABC in 1942 as assistant con- | 


troller and assistant treasurer. He re- 


joined NBC in 1954 as chief ac- | 


countant and was promoted to other 


important posts before becoming con- | 


troller Jan. 3, 1958. 





with an investment of $8,365,411, 
edged out Lever Bros. for second 
place in the top 25 network company 
advertisers for the second quarter of 
1960, according to figures released 
by the Television Bureau of Adver- 
tising. Predictably, Procter & Gamble 
continued in first place with an in- 


vestment of $12,506,267. 


The standing of network company | 


advertisers in the second quarter 
changed considerably over the com- 


parable period in 1959, the TvB fig- | 


ures show. 
tinuing in first place, reversed its 
usual pattern of increased spending 
by cutting back by almost $1.5 mil- 
lion in this past quarter. (In the 
second quarter of 1959 P&G invested 
an “estimated $14,067,431 in network 
tv.) Lever Bros., as suggested above, 
dropped to third place in the second- 
quarter tallies with an investment of 


$6,840,605, more than $1 million less | 


Even P&G, while con- | 


than in the second quarter last year. | 


These losses from two giant tele- | 


vision spenders were more than made | 


up for by increased spending from | 


the middle group in the top 25. It is 
important to note that the cut-off 


figure for the 25th-ranked advertiser | 
in the second quarter of 1959 (East- | 
man Kodak Co.) was $1,562,450; in | 


the second quarter of 1960 the 24th- 
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Grey Advertising’s media executives at a new-client meeting. Helen 
Wilbur, Media Group Supervisor; Aileen Barry, Chief Print Buyer; Ken 
Kearns, Chief Time Buyer; Gene Accas, Associate Director of Media; 
Joan Stark, Media Group Supervisor; Phil Branch, Media Group Super- 
visor; Dr. E. L. Deckinger, Vice President and Director of Media. 





NEW ACCOUNTS...NEW SCHEDULES 


.--when competent media information is in real demand 





A typical time of media decision, caught by candid 
camera at an actual new-account meeting of Grey’s 
Media Board of Strategy. This goes on somewhere every 
day, in agencies all over the land. 1959 saw 1688 agency 
account shifts. Every one meant a new schedule. 228 
major moves alone totaled more than $210,000,000 
worth of advertising contracts! 


Get on a new list at the start and you are well on the 
way to a contract. Miss out then and you have a long, 
hard selling job ahead. 


To improve your chances of proper consideration at the 
early stages, make your media information instantly 
accessible, and be sure it is competent to serve the 
buyers’ needs! 


What agency people want to know 
about TV stations is detailed in the new 


SPOT TELEVISION PROMOTION HANDBOOK.’ 
Be sure to ask for one 
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Take another look at the people in the Grey media 
meeting. At this very moment they are selecting candi- 
dates for a new account schedule, using SRDS, their 
media-buying directory . . . deciding which representa- 
tives to call in. They may remember the impressions 
your representatives or general promotion (and your 
competitors’) have made in the past— but how well are 
you selling them now? 


With competent Service-Ads in SRDS 


YOU ARE THERE 
selling by helping people buy 


TERS TR 
SROS Standard Rate & Data Service, Inc. 


the national authority serving the media-buying function 

C. Laury Botthof, President and Publisher @| hoe | N's P| 
5201 OLD ORCHARD ROAD, SKOKIE, ILL., YORKTOWN 6-8500 

SALES OFFICES — SKOKIE, NEW YORK, LOS ANGELES, ATLANTA 




















ranked advertiser (Alberto-Culver 
Co.) spent $2,089,789. In the same 
period in 1959 such an investment 
would have put Alberto-Culver in 
18th place. 

One of the more startling increases 
in spending this year was registered 
by Philip Morris, Inc., which went 
from 23rd place in the second quar- 
ter of 1959 ($1,684,757) to ninth 
place in the same period this year 
($3,201,998). Another cigarette 
company, P. Lorillard Co., did just 
the opposite: it went from eighth 
place in 1959’s second quarter to an 
unknown ranking below the top 25. 
At the same time, Lorillard increased 
its second-quarter spot spending from 
$1,107,400 in 1959 to $2,315,000 in 
1960. 

The TvB estimates also cover net- 
work spending by product classifica- 
tion, and the figures show some hefty 
increases. The automotive, automo- 
tive accessories and equipment group, 
from January through June, invest- 
ed $26,790,359. The same category 
invested $23,073,047 in the first six 
months of 1959. Other six-month 
comparisons: gasoline, lubricants and 
other fuels, a better than threefold 
climb—from $2,187,148 to $7,685,- 
827; apparel, footwear and acces- 
sories—from $2,824,957 to $4,223.- 
212; drugs and remedies—from $35,- 
465,054. to $41,587,332; household 
furnishings—from $1,791,151 to $3,- 
329,265, and toiletries and _ toilet 
goods—from $51,995,107 to $56,- 
099,021. 

Top brand on network television 
in the second quarter of 1960 was 
Anacin Tablets, with an estimated 
expenditure of $2,357,830. Dristan 
followed with $2,183,068; Texaco 
Inc., general promotion was third 
with $1,988,181, and Phillies cigars 
was fourth with $1,874,692. With 
the exception of Anacin, which was 
also first in the second quarter of 
1959, the top brand advertisers 
changed ranks considerably. In that 
period last year Chevrolet passenger 
cars, Tide and Kent were second, third 
and fourth, respectively. 

The leading company network ad- 


vertiser in June alone was Procter & 
Gamble, with $4,715,527. Leading 
(Continued on page 94) 








Books Recently 
Published 


Tome on Video Tape 


Video Tape Recording, by Julian L. 
Bernstein. John F. Rider, Inc., New 
York City. 272 pages. $8.95. 

The broadcast engineer, technician, 
film editor, projectionist and adver- 
tising man will find Video Tape Re- 
cording an extremely useful book. 
Starting with an introductory history 
of the video-tape recording field and 
developing the types of waveforms 
and signals required for tape re- 
cording, the volume makes the theory 
and circuitry of all existing video- 
tape equipment completely compre- 
hensible. 

The author is an instructor in 
audio, electrical and video technology 
at RCA Institutes in New York, and 
is therefore intimately familiar with 
the advantages, characteristics and 
limitations of video tape, all of which 
he discusses in a way that may be 
clearly understood by readers lack- 
ing a formal background in this field. 


Study of Motivation 
The Strategy of Desire, by Ernest 
Dichter. Doubleday & Co., New York 
City, $3.95. 


Dr. Ernest Dichter, president and 
founder of the Institute for Motiva- 
tional Research, is widely known as a 
writer and lecturer as well as the head 
of the organization best known by 
American businessmen for its studies 
of customer motivation. His institute 
has conducted some 1,500 investiga- 
tions in all parts of the world to dis- 
cover consumer habits and the emo- 
tions behind them. In The Strategy 
of Desire Dr. Dichter defends the ap- 
plication of social science in both gov- 
ernment and business. 

He believes that human desires can 
be changed and that before human 
progress can be achieved recognition 
of our illusions is necessary. In this 
book he tells about emotional reason- 
ing and the methods used in research- 
ing this emotion. His thought-provok- 
ing illustrations will prove interesting 
to the teacher, the parent and the busi- 
nessman. 


Tv Terms—British Version 
ABC of Film & Tv Working Terms, 
by Oswald Skilbeck. Hastings House, 
New York City. $3.95. 

American television experts may 
be somewhat surprised to learn that 
while they are adept in film and 
television slang, U. S. version, the 
same terms have a different mean- 
ing among our British cousins. With 
this in mind, Mr. Skilbeck has com- 
piled a comprehensive guide to words 
commonly used by London produc- 
ers. As managing director of a Lon- 
don film production company, he is, 
needless to say, an expert in the 
slang commonly used by British film 
makers. For Americans called on to 
work overseas the book should prove 
invaluable. 


Use of Symbols 

Symbology, the use of symbols in 
visual communication, edited by El- 
wood Whitney for the Art Directors 
Club of New York, has just been 
published by Hastings House, New 
York. The 192-page volume sells for 
$6.95. 

Speaking of the need for symbols, 
Dr. Frank Stanton, president of CBS, 
Inc., says in this volume: “We've 
gotten new tools to extend the in- 
dividual’s capabilities, but the human 
being still has about the same re- 
action time that he had generations 
ago. The most challenging frontier 
in communications seems to me to lie 
at this human receiving end . . . in 
the light of these facts we just can- 
not escape the need for more symbol- 
ization. Clearly, something has got to 
be done to reduce the volume of 
information, to simplify the com- 
plexity of much of it, to make it 
more universally understandable, and 
to make it more indelible so that one 
thing is not washed out by the flood 
of others. The greater use of symbols 
seems to me to offer some prospect of 
as 

Possibilities of symbols are ex- 
plored in some depth by many con- 
tributors, including Rudolf Modley, 
James A. Maxwell, Dino Olivetti, 
Elliam G. Eliot 3rd, Fairfax M. 
Cone, Dr. Frank C. Laubach, Dome- 
nico Mortellito, George Nelson, Irv- 
ing A. Taylor, Felix Marti-Ibanez, 
M.D., and Rev. Marvin P. Halverson. 
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FREE 
STOCK 


IN COLUMBUS INDUSTRY! 





ESTIMATE TV HOMES IN NEW 


’ 
’ 
/ 
/ es 
’ 


COLUMBUS, GA. 
COVERAGE AREA! 


WTVM moves to Channel 9 in September 


. with 316,000 watts power . . . broad- 
casting from a tower whose beacon is 
1,760 feet above mean sea level . . . located 


16 miles southeast of Columbus, Georgia. 


We invite you to estimate the total number 
of TV homes we will cover! Closest esti- 
mate will receive 10 shares of stock in Tom 
Huston Peanut Company, Columbus! Every 
entry will receive a souvenir gift box of 
Tom Huston products! 


All entries must be in Columbus not later 
than Sept. 15—in case of ties the entry 
with earliest postmark will win. 


Write your estimate on a postal card, with 
your name and address. Send to Depart- 
ment “Wow!”, WI VM, Columbus, Georgia. 


CHANNEL 9 





COLUMBUS, GA. 


Cali your 


ADAM YOUNG 


man for availabilities 


Yow meres eet Oe Benes: 





Ask about availabilities on 


WTVC CH. 9 Chattanooga, Tenn. 


The #1 night-time station 
in Chattanooga! 
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Newsfront (Continued from 93) 


brand network advertiser was Dris- 
| tan, with $796,215. The TvB gross- 
time billing figures are prepared by 
Leading National Advertisers-Broad- 
cast Advertisers Reports. 


Color for Sterling 

Sterling Drug, Inc., recently en- 
tered the field of color commercial 
production for the first time, working 
with HFH Productions, Inc., on a 
series of minute films for Phillips’ 
Milk of Magnesia, Andrew’s Liver 
Salt and an analgesic product, Caf- 
fenol. The spots won’t appear on tv 
in this country, however. They were 
produced for the firm’s international 
division to be shown on theatre 
screens in color and in black-and- 
white on tv in the British West Indies 
and South Africa. 

Jerry Burke, advertising manager 
for the division, noted that Sterling 
Drug’s initial move into color was 
prompted by the fact that competi- 
tors overseas are using it. “There’s 
no doubt that a color commercial has 
far more interest than one in black- 


> he said. General com- 


and-white,” 
pany reactions to the new films were 
lacking as the prints were still in final 
stages of preparation, but the adver- 
tising executive said no particular 
| production problems had arisen and 
that the experience would certainly 
be helpful in future color work. 
“I’m sure the company has dis- 
cussed using color in the U. S.,” he 
said, “but nothing’s been set so far.” 


Tape on Rise 
Tape duplication costs are down 
almost 20 per cent from a year ago, 


only 10 to 15 per cent of the nation’s 
| tape-equipped stations make any play- 
| back charge at all, and tape now 
provides almost 90-per-cent coverage 
of all U.S. television homes. These 
are the good words for vtr enthusiasts 
coming from Videotape Productions 
of New York. 

In its current issue of Tape Meas- 
ures, the company offers an up-to- 
| date tally of tape distribution as well 
| as a tape coverage map. Some fig- 
ures: 191 commercial stations are 





Two For One 


Want two video tape recorders 
for the price of one? Easy. Just 
set up your one to do the work 
of two. KRGV-TV Weslaco, Texas, 
has solved a lot of problems and 
made some new friends with their 
single RCA recorder which is 
mobile and can be used in the 
studios. 

No magic. No microwave. The 
recorder has been mounted in a 
trailer which is small enough to 
be parked in a part of the sta- 
tion prop room. When a job 
arises calling for a mobile unit, 
the trailer is hitched onto a pick- 
up truck and it is on its way in 
minutes. 

On-location commercials have 
made a big hit with advertisers 
on the station, which has a cover- 
age area sprawling over four 
Texas-sized counties. Clients are 
pleased with the fact that their 
commercials can be shot right in 
their stores and also like the im- 
mediate playback, especially 
when they have taken part in the 
spot themselves. 

Judicious use of early morning 
hours for location work has en- 
abled KRGV-TV to have the re- 
corder in the studio through 
much of the broadcasting day. 
So far there have been no mix- 
ups: the recorder has been just 
where it was supposed to be every 
time. 





now equipped for tape playback; 
these stations are located in 102 cities 
in 98 markets; average playback 
charge from those stations which de- 
mand it ranges from $5 to $15, and 
the life of the average tape is now 
upwards of 75 plays without notice- 
able wear. 

Tape Measures offers what it calls 
a new production speed record: an- 
nouncer Hugh Downs completed 13 
stand-up commercials for a midwest- 
ern advertiser in 90 minutes at the 
Videotape Center. Another point 
made by Videotape Productions: the 
quality of tape transfers to film has 
been vastly improved, permitting fill- 
in for non-tape stations. 
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In the picture 


Walter M. Swertfager has joined Geyer, Morey, Madden & Ballard, Inc., as senior vice 
president and member of the agency’s management group, it has been announced by Sam 
M. Ballard, president. Earlier this year, Mr. Swertfager sold out his interest and resigned 
from Lennen & Newell, Inc., where he had been the senior vice president since the 
formation of that agency in 1952. Prior to that he had been vice president and a member 
of the plans board and board of directors of Lennen & Mitchell, Inc. Mr. Swertfager 
started his advertising career with the Vacuum Oil Co. prior to its merger with Socony. 
He left there to join Lord & Thomas, Inc., and eight years later went with Seagram- 
Distillers Corp. as director of advertising, sales promotion, merchandising and public re- 
lations. From 1940 to 1947 he operated his own agency until he joined Lennen & Mitchell. 








Forrest Owen (I.), vice president and general manager of the 
Los Angeles office of Wade Advertising, Inc., has joined the 
agency’s Chicago headquarters as executive vice president and as 
a member of the board of directors. Paul McCluer (r.), execu- 
tive vice president of Wade’s Chicago operation, has moved to 
Los Angeles to assume Mr. Owen’s former post. Both men have 
been with Wade for some years, Mr. Owen joining in 1944 as a 
radio director; in 1954 he opened the agency’s New York office. 
Mr. McCluer was with wENR Chicago in 1928, went with NBC 
in °31 and joined Wade as general manager in 1951. 





Beryl Seidenberg has been elected vice president of Kastor Hilton Chesley Clifford 
& Atherton, Inc., the agency has announced. Born in Philadelphia and raised in Atlantic 
City, Miss Seidenberg is chief radio-television timebuyer at Kastor Hilton, having risen to 
this position within the seven years of her association with the agency. Miss Seidenberg, 
who attended Beaver College in Jenkintown, Pa., includes among her numerous timebuy- 
ing responsibilities at KHCC&A the buying of time for political candidates. Her first as- 
signment along these lines was in her native city of Philadelphia when she bought time 
for the political campaign of Joe Clark, the United States Senator from Pennsylvania. 
Coming to New York, Miss Seidenberg started in the advertising business there with the 
organization with which she has been connected since September 1953 until the present. 








William M. McCormick has become president of the Yankee Network division of RKO 
General, Inc., and general manager of WNAC-TV-AM and WRKO-FM Boston, it has been an- 
nounced by Thomas F. O'Neil, president of RKO General. Mr. McCormick, who most re- 
cently was vice president and director of sales for wor Radio New York, replaces Norman 
Knight, who resigned to devote his full time to other interests. Appointed vice president 
and director of sales last year, Mr. McCormick joined wor in 1946 as an account execu- 
tive and moved up through various sales and management posts. For three years during 
this period he served as regional sales manager with direct responsibility for New Eng- 
land, Philadelphia and New Jersey. He is married, the father of one child, and served as 
a naval officer in the Pacific during World War II. 





John Elliott Jr. has joined Ogilvy, Benson & Mather, Inc., as a senior vice president 
and member of the executive committee. He comes to the agency from Batten, Barton, 
Durstine & Osborn, Inc., where he was a vice president and director. He started his adver- 
tising career with BBDO in 1945, spending the first four years of that association as a 
copywriter. Subsequently, and until his leaving, he was engaged in account work; among 
the accounts with which he was occupied were United States Steel, General Electric, du 
Pont and Reader’s Digest. He also aided in the handling of various Republican cam- 
paigns, including those for President Eisenhower, Thomas E. Dewey and the late John 
Foster Dulles. A native of New York City, Mr. Elliott graduated from Harvard in 1942 
and entered the Marine Corps, rising to the rank of major. 
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WAKE UP! 
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Open your eyes to the facts about the | 


Rochester, Minnesota Market. 


Rochester, Minnesota is the fastest | 
growing metropolitan market in Min- | 


nesota with a consumer spendable in- 
come of $886 million. 


You can reach this market with KROC- | 


TV that delivers 70% sign-on to sign- 
off share of audience. 


Join the wide-awake, alert advertis- 
ers who are using KROC-TV. 


Ask Venard, Rintoul & McConnell for 
all the eye-opening facts. 


KROC-TV 


CHANNEL 10 


Rochester, Minnesota 


National Representative: 
Venard, Rintoul & McConnell, Inc. 


Minneapolis: Harry S. Hyett Co. 


Network Representative Elisabeth Beckjorden | 
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Because we feel it is our responsi- 
bility to chronicle anything that 
touches on television, we record the 
following item from The New Yorker 
about a goldfish whose mother was 
probably frightened by a nor’easter. 

“A goldfish fancier who keeps his 
pet in a bowl on top of a console tele- 
vision set reports that no screams, bad 
jokes, gunfire or wrestling grunts 
bother the fish one bit. However, at 
the precise instant that Carol Reed 
comes on with her weather report the 
creature takes to the air and thrashes 
about so violently it’s been known to 
leap right out of the bowl.” 

* * * 

This next bit passes muster in these 
highly mustered columns because any- 
thing to do with westerns and 
shootin’, and especially if it happens 
in a town called Indianapolis, seems 
tv-inspired to us. 

Anyhow, a lady from that Indiana 
town called the police to report a 
burglar had gotten into her home. 
She told the officers that she was too 
sleepy to draw her pistol from her hip 
pocket in time to pump the culprit to 
a surefire halt. 

The pistol-packing housewife as- 
sured the police she was really a “fast 
draw” when she was wide awake. 

To prove her point, she grabbed for 
her gun and shot herself in the leg. 

* * * 

From time to time we've reported 
on what British medical authorities 
had to say about the debilitating ef- 
fects long periods of armchair slouch- 
ing whilst tv viewing has on people, 
just plain people. These plain slouch- 
ing people were warned against a form 
of heart disease, blood clots and other 
ailments too painful to mention as a 
consequence of too much sedentary 
viewing. 

Now, from the New York Times we 
learn that television upsets animals, 
even more, according to certain West 
German animal psychiatrists, than it 
does human beings. These animal 
headmen in West Germany tell us that 
household pets can suffer neuroses if 
exposed to television for prolonged 


periods. 

But there is a big difference. It’s 
not the program content that upsets 
the nerves of dogs, cats, birds and 
fishes (see item above on goldfish). 
It’s the flicker of the image. 


> * * 


Last time around these pages we 


reported on the musical tastes of Sen- - 


ator Lyndon B. Johnson of Texas, the 
Democratic Vice Presidential nomi- 
nee. This go we give you the tuneful 
preference of the Republican choice 
for the number-two spot, Henry Cabot 
Lodge, as reported again by Wash- 
ington’s radio station WGMS. 

Mr. Lodge, as might have been ex- 
pected—Boston and all that jazz—is a 
longhair from way back, lending his 
ear to classics and Dixieland. The 
Lodge favorites include Mozart's Clar- 
inet Quintet (K. 581), Handel's 
Messiah and recordings by the Dukes 
of Dixieland. 

* * * 

In Pound Ridge, an exurban vil- 
lage in New York’s Westchester Coun- 
ty, they’re having quite a squabble 
about a proposal to locate a new radio 
station right smack in town. 

The supervisor of Pound Ridge, 
James H. Sachs, admits to being not 
too enthusiastic over the proposal. An 
item in a local paper in the vicinity, 
Patent Trader, pretty much tells the 
story, though in a punny sort of a way. 

“One of the problems, supervisor 
Sachs says, is this: would the in- 
creased tax revenue for the town jus- 
tify the disfigurement caused by three 
350-foot antennae? 

“The question,’ he commented 
after a hearing on the project last 
week, ‘is whether the town wants to 
sell its birthright for a mess of watt- 
age. ” 

* * * 

Fellow writes in to advise (but not 
necessarily with our consent) that 
there is, he hears, a new western series 
about to be presented on one of the 
television networks. It is to be called 
Frontier Ad Man. The star, of course, 
is Guy Madison, and it is an agency 
production: Reach, McClinton! 
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: |Where else could you get all these entertaining people together. .. 
7 except on the fresh, new HOUR ShOW 25... A"S7 t Oa7r'=s 





rues 

the If we may name-drop for a moment . . . our guest list is impres- of easy informality and graciousness . . . and you have a show 
led sive. Just check the group assembled here (identified above, if a that has great appeal for a vast audience. pLaysoy’s PENTHOUSE 
rse, name should escape you). PLAYBOY'S PENTHOUSE relies on an old- is available now for syndication—26 one-hour shows. Arrange 
ncy fashioned, but always unbeatable factor: superb entertainment for a screening now. This is the show to 


made by the show business people everybody is talking about watcH. *Hosted and produced by Hugh M. gees 

from one coast to the other. Add to that an atmosphere of a Hefner, Editor and Publisher of Playboy 25 west 4s sTREET 
icti NEW YORK 36, N. Y 

Sophisticated penthouse... a witty host* who projects a mood Magazine.o F FICIAL FILMS,INC. PLaza 7-0100 
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WIVN-TV 
- Columbus, O. 


Radio ond FM Radio and FM 


Sales Representatives: The Katz Agency, Inc., *The Young Television. ms 


. It also reflects unusual confi ence in-all thirteen Taft Sta- A 


tions by more than 8 million eople in Cincinnati, Colu 
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